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Graduate personnel of the American Shoe Fitting Institute in attendance 
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NOW, FOR THOSE WHO QUALIFY, THE MOST NEEDED 
SYMBOL OF CONFIDENCE IN SHOE RETAILING 





Now, for the first time (in the shoe industry), shoe retailers and their sales personnel can 
serve their communities as trained and qualified shoe fitters by self preparation and study. 
The American Shoe Fitting Institute offers a comprehensive course in FOOT ANATOMY, 
SHOE FITTING and the fulfillment of MEDICAL REFERRAL prescriptions. 
The American Shoe Fitting Institute, Inc. symbol displayed in your store means that 
your personnel: 

e@ Have a comprehensive knowledge of foot anatomy and understand the fitting 

requirements prescribed by your local medical practice 

e@ Have a detailed knowledge of lasts, sizes and patterns and foot functions. 

e Are qualified to converse with doctors and fill prescriptions as directed. 
Learn more about how your store can qualify. For complete details, write to American 
Shoe Fitting Institute, Inc., Newmarket, N. H. 














TRADE MARK REGUS. PATENT OFF. 


The sure business start 


for repeat sales 





and profits. 


“KALI-STEN-IKS” offers 
a complete line of 
nationally advertised 
children’s shoes 


for children of all ages. 


in stock 524 
Black Plug Oxford 
82 to 12— A, B, C, DE 
12% to3—A, B,C, D0, E 
3% to6—A,B,C,D, E 


210 6—B,C,D, E, BEE Hf 4 
6% to 8~—A,B,C, D, E, & EE f Also in stock 539 in Oxblood. 


In stock 286 
White Plain Toe Blucher 


' THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN | 
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EVERY WEEK IS AMERICAN GIRL WEEK 
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You're in business 52 weeks a year with American Girl...the complete line that sells your 
customer all the pairs she needs, for all occasions. Every woman is a multiple customer! 
basics, sports, casuals, pumps, novelties, walking shoes, nurses shoes... styles for all females, teenage to forever. 


American Girl Shoe, 288 A Street, Boston, Mass 
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Slip-On 


Standout 


MAN 
FASHION 


“essories from 


abroad 


HIGH FRONT GORE SLIP-ON #3 


STROP 
LEATHER 


Casuals 
BY STETSON 


Lovingly tanned in the old world, where 
such things are treated as a fine art, 
this superb leather has a low lustre glow 
which is, in fact, richer and smarter 
looking than the highest shine. It’s as 
supple as the sock on a man’s foot, and 

STRAP SLIP-ON #9213 just as easy to wear. Stylishly fashioned 
in these light weight Stetson casuals, 
this pliable, strop-like leather is excep- 
tionally durable to boot ...and made to 
sell for a new kind of carefree leisure 
wear... and added pairage for you. 
Order now for profitable selling. 
THE STETSON SHOE Co., INc., South 
Weymouth 90, Mass. 
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In This Issue... . 
Late Summer Selling Can Be a Test of Fall Trends 40 


Getting fall shoes into the store and on customers’ feet as early 
as possible, allows the retailer to pre-determine what will sell 
well in the coming season. 


How Big Are the Markets? ...a Survey ...... 42 
Retailers are urged to take part in this age/shoe size survey 
designed to produce more realistic figures of per capita pro- 
duction and consumption. 


The Boxes with Endless Uses ................ 48 


Once a shoe box reaches the American home, it lingers for use 
and re-use. Nearly eight out of ten women can correctly name 
the brands on the boxes they have in their closets. 


Shoe Packaging for the Modern Market ...... 50 


Modern merchandising demands modern packaging. The im- 
portance of packaging has become increasingly apparent to 
both manufacturers and retailers in the past decade. 


Don't Forget the Educational Side of Shoe Shows 53 


Spokesmen for shoe industry associations stress the importance 
of giving the retailer something helpful at the regional and 
national shows. 


What's in a Shoe and How to Sell It: 
The Slip-Lasted Shoe ................... 56 


The slip-lasted shoe is the ideal casual. It is colorful, mod- 
erately priced and feels like a slipper on the foot. 


Departments... 


About Shoe People Profile 

Baker Reporting from Washington 13 Publisher's Column 
Dates to Remember 16 Retail Merchandising 
Deaths Retail Openings 
Editorial Retail Trade Report 
Financial Salesmen and Suppliers 
Headlines Salesmen on the Road 
Inside Shoe Business Shoe Shows 

Letters Trade Literature 
Manufacturing Report Voice of the Trade 
Personnel Whet's New 


Coming March1... 


How the Top 80 Shoe Manufacturers Rated in'60 
How did the top 80 shoe manufacturers do last year? Did 
they show a gain or a loss in dollar sales? In pairage? The 
RECORDER presents the most complete listing of company 
pairage production and dollar sales ever compiled. 
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new from Acme 


Many new styles, new leathers and new custom 
features in Acme’s magnificent new 1961 line. 


IN STOCK FOR IMMEDIATE DELIVERY 





ies No. 4860 men 
COST TO YOU—$8.35 COST TO YOU—$10.10 COST TO YOU—$14.00 





The 
“Outrider’ 


No. 1680 me No. 4800 me No 7400 
COST TO YOU—$12.00 COST TO YOU—$10.10 COST TO YOU—$8 90 
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No. 2760 - No. 1722 
’ 4d girls boys and gir!s 


COST TO YOU—$4.75 and $5.95 COST TO YOU—$5.90 and $7.80 COST TO YOU—$4.15 
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boots belong in today’s living 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee 
WORLD! S LAR GES T BOOTMAKERS 
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GOOD/YEAR, 


Q. Why do so many leading 
Neolite Flex Soles’? 


A. Because they put shoes 
... Customer Appeal! 


Neolite 


Flex 
Soles 


for men’s and women’s shoes 


NEOLITE Flex Soles are doing a selling job for retailers and 
manufacturers where it counts most—at the consumer's level 
How come? Because NEOLITE Flex Soles add irresistible fea- 
tures to even your most attractive brands. 

Take flexibility, for example. NEOLITE Flex Soles are amaz- 
ingly flexible—yet they have all the traditional qualities for 
which NEOLITE is famous . . . they’re long wearing, damp-proof 
and help keep shoes in shape longer. In addition, NEOLITE Flex 
Soles come in a variety of beautiful finishes that are luxurious 


looking, smooth and mellow. In short, they not only make 
shoes more comfortable from the very first steps, but they also 
make them more appealing at the very first glance 

What's more, manufacturers find NeoLite Flex Soles are 
easy to apply and have remarkable finishing characteristics 
that can save finishing time. Specify genuine NEOLITE Flex when 
you order... For more information, contact your Goodyear 
Representative. Or, write to Goodyear, Shoe Products Divi- 
sion, Akron 16, Ohio. 
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‘manufacturers use 


steps ahead in Quality...Value 


... 80 flexible 
you Can 
eyanemantonn 
with your 


fingertip 


Lots of good things come from rd 

















Go forward by way of 
| ARMOUR in ‘61... 
“travel the many new 


discover a brighter world 
of fine leathers with 


ARMOUR LEATHER 


U. S.A. 
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Sports Illustrated 
Readers (and others) 
Your Bristo/ Customers 


USE THESE 
EYE-STOPPER 
PROMOTION HELPS 


EASEL CARD 


“The accomplishments of the American free enter- /} / as advertised in Sports 
prise system have been magnificent,” W. Maxey Illustrated .. . for 
Jarman, Chairman of the Board of Genesco, told 


, ; counter or window. 
members of the Associated Buying Offices, recently. 


“Achievements of individuals in business have made 
for the real economic progress that we have seen 
in our country,” he added. 


“The spirit of progress, aliveness, an ability to face 
good times or hard times, make up that intangible 


factor of vitality that is a part of the good executive 4-SHOE DISPLAYER 


of a great organization . . . of the successful business. ‘ 
In Walnut with Brass 


trim and display bar. 
Size 22” x 28” allows 


for multiple uses. 


“Not long ago, I heard Herbert True expound on the 
theory that ‘Altered attitudes can alter lives.’ That 
thought has stayed with me. There are a lot of mean- 
ing and interesting possibilities in that simple thesis. 


“Our attitudes have a lot to do with our real suc- 
cess in businses and our happiness in life.” 


Mr. Jarman went on to cite some specific attitudes 
that are a vital factor for success: The attitude of 
constant progress. The attitude of positive thinking. 
Recognizing potentials in people and situations and PUDDLE JUMPER 
inspiring their emergence. DISPLAY 


“Each of us has an opportunity to test out these regents rangnens 
factors of vitality,” he concluded, “to see if we have Size 20" x 24”. Base 
the resourcefulness and determination to meet these accommodates 3 or 4 
opportunities and problems. shoes. 


“I am confident that these factors of vitality at work. 


in our businesses, will produce another great year PLUS 


for us and will add to each of us the zest and satis- 
faction of worthwhile accomplishments.” Masonite or Plastic plaques 
Let's put our V.Q.... VITALITY QUOTIENT . .. Statement enclosure 


to work towards those satisfactions in our work and Shoe Horns 


lives that make everything worthwhile. : : 
ella, é Write for full particulars of the new 


Bristol Plan! 
Se. tinsBie, 4: VAISEY-BRISTOL SHOE CO. 
Publisher Monett, Mo. 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Stee, Automatic 
Leveling Machine a “‘natural’”’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Mme, Automatic Leveling Machine — 
Model A. 


JADE dd. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Big Introductory Deal | 
NEW KEWIE SHOE WHITE 


weé@ é ) 


PROFIT! 


KIWI Shoe White Is All New... 


4 TIMES BETTER! 


1. NEW FORMULA—KIWI SHOE WHITE WINS 
IN TESTS BY HOSPITAL NURSES! 


Preferred Because of These Specific Qualities! 


V Cleans and covers shoes better! V Stays white longer! 
V. Makes shoes whiter! V Doesn't rub off easily! 


2. NEW CONVENIENT 
3. NEW PACKAGE- 
4. NEW POPULAR 33c PRICE! 
BIG WHITE SEASON AHEAD 





duards 


THE SHOE FOR CHILDREN 


Are you really ready? . . . Is your Easter 
stock complete enough to handle every 
customer? If a customer leaves your store 
without buying, the chances are good you'll 
never see her again. Don't take that chance! 
Edwards complete line, infant through 
teenage, is available through our speedy 
In-stock Department. Size-up now. 
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Shoe imports are still rising and new foreign suppliers are 
entering the picture. Kennedy may not help any. 


Some shoe manufacturers are now willing to 
label leather soles in the hope of staving off a 
labeling bill. 


Questions asked of 100 persons by the FTC 
show consumers have a pretty good idea of the 
materials that go into shoes. 


GEORGE H. BAKER 


Baker Reporting from WASHIN GTON 





Shoe imports are still rising. And the latest Census Bureau informa- 
tion indicates that imports in 1961 will hit another all-time high. 

Not only are the suppliers (Japan, Hong Kong) shipping more, but 
new suppliers are entering the picture. Spain, for example, up to now a tiny 
supplier, is shaping up as an important source. 

What's to be done, if anything? Spokesmen for shoe manufacturers 
are anxiously explaining their problem to members of the Congress and 
of the Executive Branch of the government. They are citing impressive 
statistics on loss of employment and loss of local payrolls, both directly 
traceable to foreign shoes. 

3ut the road leading to effective relief is long, uphill, and rocky. For 
one thing, there is an irritating lack of adequate data on imports. U. S. 
Customs men, concerned primarily with collecting duties, do not tally their 
records on imports by type of footwear. More importantly, the Kennedy 
Administration—like the Eisenhower Administration—is pressing toward 
free trade, not toward higher tariffs or quotas on imports. President Ken- 
nedy says if shoe workers are unemployed, Washington should subsidize 
the depressed shoe-manufacturing areas. The same treatment would apply 
equally to other industries and areas hurt by imports. 

But many congressmen are wary of this scheme. While the extra 
dollars would be welcome in the depressed areas, the basic problem would 
remain. Meanwhile, the drain on taxpayers would become heavier. 


Congressional sources interested in shoe labeling say some shoe manu- 
facturers are now willing to label their shoes to the extent of stamping 
“Leather” on leather soles. Such a proposition has not been made publicly, 
but there is reason to believe that this offer has been made in good faith 
in the hope of stalling off a much more restrictive shoe labeling law, 

These same sources also indicate that most manufacturers are un- 
willing to go so far as to identify the presence of paper in shoes. Leather 
they are willing to identify voluntarily; paper they are not. 

It seems clear that many shoe manufacturers are willing to give some 
ground to the government in agreeing to the “leather” labeling. Beyond 
this, however, a stiff fight is in prospect. 


FTC is frankly puzzled over shoe consumers. The agency asked 100 
persons, chosen at random, a list of questions about the shoes they buy. 

The questions were designed to show whether or not consumers believe 
there is deception in the manufacture or sale of shoes. 

It turns out that consumers are more sophisticated about what goes 
into a shoe than the government’s lawyers thought. 

The FTC lawyers long have been suspicious about the presence of 
paper products in shoes. Some say the presence of paper in a shoe adver- 
tised as “leather” is prima facie evidence of deception, and should open 
the way to a lawsuit against the manufacturer. But an astonishingly high 
percentage of those interviewed recently by the FTC not only know there 
is paper used in the manufacture of shoes, but also see nothing wrong 
with it. 
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® Fair Trade is now called “quality stabiliza- 
tion” in Congress and is attracting more at- 


Report from tention than last year. 


WASHINGTON 6 oe icc ine puptic was injured in order 


to collect damages. 





FTC investigators asked, “What material do you think is between the 
outersole and the innersole?” FTC was surprised to learn that many 
answered, “Paper, probably.” 

As long as people believe paper or other nonleather materials are 
present in a shoe, there is no deception involved. As a result, there are then 
no grounds for a lawsuit charging misrepresentation. FTC lawyers had 
frankly expected that many persons would be shocked to learn of the pres 
ence of paper. It hasn’t worked out this way 


The so-called “quality stabilization” bill is stirring up strong pro-and 
con speeches in the Congress. The bill would establish a firm legal base 
for manufacturers wanting to keep their brand names out of the cut- 
rate trade. Sponsor, Rep. Ray J. Madden (Indiana Democrat), insists this 
is not a “fair trade” bill. Madden is alert enough to realize that fair trade 
is a tired issue in both the Senate and House. His “quality stabilization” 
bill provides a fresh approach for eventually achieving a price-fixing law 
via an insistence upon prescribed outlets for nationally-known goods 

Under the Madden bill, a merchant who deviated from prices set by 
the manufacturer would lose his right to sell that manufacturer's line 

Congress is always skittish about voting price-fixing laws. Unions 
always oppose such laws, and the current Congress is sensitive to what 
unions want—and don’t want. The Madden bill is not a strong factor at 
present. But it should be noted that it is attracting more attention this 
year than last. 


The Supreme Court says a company injured by a “restraint-of-trade” 


conspiracy has only to prove injury to itself to collect damages. It need 


not prove damage to the public. 

The court set these standards recently in ruling in favor of Radiant 
Burners, Inc., which had sued the American Gas Association, Inc. Radiant 
couldn’t persuade the AGA to issue a seal of approval for its products, and 
as a result could not get any gas companies to supply gas for its products 

As a result, Radiant was unable to market its burners. It sued AGA 
for damages, but a lower court ruled that it was necessary to show 
only that the company had been damaged but that the public also 
injured. 

Not so, the Supreme Court says. In a private antitrust 
only necessary for the plaintiff to show that he is hurt by 


conspiracy. 


Dwight D. Eisenhower's valedictory budget proposal will be regarded 
by President John F. Kennedy as a bare skeleton. The incoming adminis 
tration will add flesh and a lot of fat to the bones. Ike’s budget was a 
balanced one. He pinned the hope of a surplus on the ability of the economy 
to respond to natural influences. Kennedy will go into the red, forgetting 
about possible surplus. Kennedy pins the hope of economic recovery on 
federal spending rather than on natural factors 

Businessmen will find costs and income increasing. They will find 
tighter business controls from Washington. Hopefully, they will also find 
increased profits. 

Government spending will increase. Eisenhower's budget proposed 
record peacetime svending of $80.9 billion. Kennedy will up this, creating a 
deficit that may run as high as $4 billion. Both men favor increases for 
national defense. Kennedy will seek much more for welfare, economic 
pump priming. 
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The 
new 
OUTLOOK 


unlined tailored shoe 
on the Allure last with 
square toe and stacked 


heel...done in 


bschanans 


+3308 Bone...may be 
had in all Hubschman colours 
by Dixon-Bartlett Company, 


Baltimore 24, Maryland 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23 e¢ FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 
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| ¢ Dates to Remember 
| 


MAJOR MARKETS... 
a | Advance Fall Shoe Market Week, New En 


WORLDB RENOWNED SHOES | Shoe Market of America | 


“a 


1 ‘ s Mv b jise Mart 


Popular Price Shoe Show 


. 


of America 
} e _ ‘ 
Ass i Shoe ; 
n- Atlant 1 New Yorke 

k 
Allied Shoe Products Show 


New i sde Show Bidg.. New 


Shoe Fabric Show, Spring-Summer 1962, N 
' e Fot A Mote! New Yorke 
Leather Show 
a 
Nationa! Shoe Fair, Not 
turers A N >’ ‘ 
vw ) Bevo 


ebie . 


. AND KEEP IN MIND 
Midwest Shoe Travelers’ Asin 


Designers Shoe Guild. Ad ° 


~ ‘ow 


All-Directors Congress, Not 
¢ a , ae 


Tanners’ Council of America 
8 3 Rotor b 8 > Rat F 
Pacific Northwest Shoe Travelers, In 
P Fair New W 
tewort Hot cattle 
Indiana Shoe Travelers’ Assn., Inc 
Designers Shoe Guild § - 
Hert 7 New bf ’ We ’ 
Factory Management Institute, N 
Monufacture Assn Nethe 
het ar ‘ “ 
North Americon Factory Management Con 
ference Notion hoe Moanutact a 
aa cs o vw focturers Assn ‘ - 
Nethe 4 baile Hate ncinnati Ac 
Michigon Quality Shoe Fair. Michigar 
a - Michigan Retailers a 
‘ a 


erat Hote 


n 7 4 a 
Northwest Shoe Travelers, inc 
Fair S 6 Hot S+ Pay! Minn. A 
West Coast Shoe Travelers’ Associctes 
Mortket Neek Aleune ; wr 
West Hote s Angeles A 
Travelers Club. Ff 


e 


Ohio Shoe 


f 
Mountain States Shoe Travelers Assn 
en ket Alt Mat 
a 
Southeastern Shoe Travelers inc 
Pe 
A rea A vw 
New York Boot and Shoe Travelers Assn 
f Morte? Week membe * 


a 


Super Cushion 


n 


ow 


’ k 
* Southwestern Shoe Travelers Assn. Inc 
Chae Ente Ad s Bake Chatler 
= Jilten Hotel« c 


Boston Shoe Travelers’ Assn 
Parker House. Boston 

Mid-Continent Shoe Travelers Assn, F 
Show 16- ‘oe biete 2)" 

At 


Try it on your customer’s hand first . . . he'll i. aero 
want to wear it at once. a oa oe 


; Moy {4 
Accounting ond Office Management Clinic 
Fastern Se “ Notional Shoe M feetur 


ere Acer . savelt Hote! New Y ’ 
et 


Dealers tell us it’s just that simple selling Pennsylvania Shoe Travelers’ Aven... Inc. Fa 


jotels Penn or! 


Walk-Over Super Cushion Vel-Flex shoes. Morketing and. Dishibution Management 


74 
’ P 


4 . - sie " Mon = Sucve Acer Statler 
Try a pair yourself and write for franchise ton Hotel, New York June 
information. FOREIGN... 


Itolian National Footwear Fashion Show 
is is dacte a 5A a VMarrk 


Shoe Leather and Mdosiinere Exhibition, Pir . 
Sritich Upper Leather Fair, St. Ermin's “ts te ‘ 
GEO. E. KEITH COMPANY BROCKTON 63, MASS. SR arose ialns sass sas sss: se ea 
“Reg. U. S. Pet. Of. Pt Boe pte ag Nationa yo 
of Italian Shoe Manufacturers, V pone 7s 








Italy 
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Cul tiont 300 


hbellaures 


ewwlow 


by BELLAIRE 


A\IIR 


Deepest, softest, most comfortable 
cushion ever . . . cleverly concealed in 
styling that speaks of youth and beauty! 
Irresistible in their appeal to your 
“mature woman” customer . . . happily 
priced in the popular $12.95 range 
... In-Stock in depth for rapid size-ins 
almost overnight. 


New deep heel-to-toe AIR PILLOW .. . IN-STOCK 


perspiration-resistant glove leather lining . . . Retail $12.95 Write for Catalog 


flexible as a glove from the first step! 
CUSHIONIZED BELLAIRE SHOE CoO. 
Portland, Maine 





G OT (THAT THE OTHERS HAVEN'T GOT) 
IN 
CAMP MOCCASINS 


Dunham's has what you need — in Camp Mocca- 
sins, in Service, in Terms and Dating. New styles 
to spark up your stock, basic styles to give you 
a competitive edge. And, just as important, 
Dunham's has SERVICE to offer . . . service that 
starts with the man from Dunham's who shows 
you the line in your store, service that follows 
through in our sales-minded credit staff. Dunham's 
service brings you the stock you need when you 
need it — on liberal dating terms. 


Meet the man from Dunham's .. . see his line of 
Camp Moccasins (and all the other lines we keep 
in-stock). If he hasn't called on you yet, please let 
us know . . . we look forward to working with you. 





QUALITY 
DUNHAM 'SEE 
SINCE 1885 


BR RMONT Chicago Sales Office: 189 W. Madison St 





"Orieimators of Genuine Dunham's Tyroleans® 
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It’s Official: Output Missed 600-Million Mark 


UL. S. shoe factories turned out 
596.7 million pairs in 1960. It 
was the industry's third best year 
on record but it fell far short of 
1959's 


record levels. December 


output was down 13%. 


THE industry missed the magic 
600-million-pair production mark in 
1960. 

The Census Bureau’s estimate of 
the year’s shoe output is 596.7 mil- 
lion pairs, a decline of 41.5 million 
pairs (or 6.5 per cent) from the 
638.2 million pairs manufactured 
in 1959. But the figure is subject 
to revision later in the year, and a 
600-million-pair total is still pos- 
sible. (The U. S. recently revised 
its count of 1959 production upward 
from 632.1 million to 638.2 million 
pairs.) 


Third Best Year—Last year’s pro- 
duction, although far below early 
expectations, still ranks as the third 
largest in the history. 
Here is the pairage record for the 
last 


industry’s 


decade: 


1960 
1959 
1958 
1957 
1956 
1955 
1954 
1953 
1952 


1951 


596,666,000 
638,201,000 
587,115,000 
597,648,000 
591,757,000 
585,369,000 
530,367,000 
532,031,000 
533,162,000 
481,930,000 


Although all types of footwear 
were off during 1960, slipper pro- 
duction showed a major drop: 12 
per cent. 


Dismal December — Shoe manu- 
facturers closed out 1960 on a dis- 
mal note as December output fell 
to 42.6 million pairs. This was 13 
per cent below the 48.8 million pairs 
produced in December 1959. It was 
also 7 per cent below the November 
60 level of 45.7 million pairs. 

Men’s dress and playshoe produc- 
tion in December totaled 6.1 million 
pairs, down from 6.5 million pairs 
in the same month of 1959. Women’s 
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dress and work shoe output amounted 
to 14.5 million pairs compared with 
15.3 million pairs. Women’s sandal 
and playshoe output was 5.1 million 
pairs, down from 7.1 million. In 
every other category of footwear, 
declines were recorded. 


Average Value Up—The average 
factory value of shoes shipped in 
December was $4.01, a sharp in- 
crease over the average value of 
$3.75 in November. 


The government’s adjusted index 
of footwear production, which uses 
1947-49 output as a base of 100, 
stood at 113 for December 1960. 


Leather Uppers Gain—A notable 
revelation in the December produc- 
tion report was a sharp jump in 
the percentage of all-leather uppers. 
Shoes with such uppers accounted 
for 83.4 per cent of the total com- 
pared with 80 per cent in December 
1959. 


Penna. Advances to Second in Production 


NEW YORK State, traditionally 
the No. 2 state in shoe production, 
fell from that position in 1960. 
Pennsylvania, which has accounted 
for a growing percentage of U. S. 
shoe output since World War Il 
took over the runner-up spot. 

Pennsylvania shoe _ factories 
turned out 81.3 million pairs in 
1960, according to Census Bureau 
New York State’s 
was 79.5 million pairs. 


figures. output 


Massachusetts Stays on Top - 
Massachusetts reigned unchal- 
lenged as the No. 1 shoe state. In 
fact, while both Pennsylvania and 
New York produced fewer pairs in 
1960 than in 1959, Massachusetts’ 
output increased. The pro- 
duced 106.2 million pairs, up from 
102.5 million in 1959, the industry’s 
best year. 

New England as a whole, 
ever, showed a production decline 
from 214.8 million pairs to 204.8 
million. 

Missouri continued securely in 
fourth place among the shoe-pro- 
ducing states. It turned out only 
58.7 million pairs in 1960 against 
63.9 million in 1959. 


state 


how- 


Pennsylvania's Growth Penn- 
sylvania’s rise in the shoe produc- 
tion picture has been a steady one. 
At the close of World War II, New 
York State represented 20 per cent 
of total U. S. shoe output, Pennsyl- 
vania only 8 per cent. By 1954 
Pennsylvania had overcome Mis- 
souri for third place and increased 


its share of the total output to 11 
per cent. By 1958 the Keystone 
State was challenging New York. 
In 1959 Pennsylvania led New 
York State until the final months. 
But New York wound up with 92.1 
million against 
nia’s 90.4 million. 


pairs Pennsylva- 


Percentage Breakdown — On the 
basis of 1960’s figures, Pennsyiva- 
nia accounted for 13.6 per cent of 
total production, New York for 13.3 
per cent. 
ed 17.8 per cent. 


Massachusetts represent- 


New England manufacturers pro- 
duced 34.8 per cent of the country’s 
shoes. 


Production by Areas 
(in thousands of pairs) 


1959 


1960 
U. 8S. TOTAL 
New England 
Massachusetts 
Maine 
New Hampshire 
Other states 
Middle Atlantic 
Pennsylvania 
New York 
New Jersey 
East No. Central 
Illinois 
Ohio 
Wisconsin 
Other states 
Other divisions 
Missouri 
Tennes se¢ a 
Other states 


. .638,201 
. .214,817 


596,66F 
204,776 
106,209 
48,622 
42,354 
7,591 
174,824 
81,291 
79,544 
13.989 
69,444 
26,360 
21,203 
15,311 
6,570 
147,622 
58,665 
27,110 
61,847 


195,960 
90,390 
92,065 
13,505 
70,773 
27,673 
20,445 
15,900 

6,755 

156,651 
63.858 
29,121 
63,672 


Source: U. S. Census Bureau 
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Miami Beach NSF Takes Shape 


NEW YORK—Ofificials of the Na- 
tional Shoe Fair this month are 
completing final details about ex- 
hibit space and participation fees 
for the first Shoe Fair ever to be 
held in Miami Beach. It is sched- 
uled for Sept. 24-27. 

Arrangements are due for com- 
pletion no later than March 1. Then, 
after the Shoe Fair Committee ap- 
proves the plans, contracts will go 
to exhibitors by April 1 or shortly 
before. 

The Shoe Fair will be based in 
the Fontainebleau, Barcelona, Sor- 
rento and Montmartre Hotels, with 
the Fontaineblean as headquarters. 
The four are within a block and a 
half of each other. 


Sleeping Is Elsewhere—No reser- 
vations for sleeping rooms will be 
available in any of the four exhibit 
hotels, Shoe Fair officials said. 
Space in these hotels will be used 
only for displays. Sleeping accom- 
modations will be made available, 
through the National Shoe Fair 
Housing Bureau in Miami Beach, in 


other well known hotels nearby. 
According to George Gayou, vet- 
e>an Shoe Fair manager, the details 
involved in setting up the show in 
a new city have been “staggering.” 
Said he, “We are still in the process 
of mapping out available exhibit 
space and room dimensions to fit to 
the unique and complex require- 
ments of this, the world’s largest 
sample-room show. Until these de- 
tails are settled, we have no final- 
information to provide.” Al- 
said, numerous 


ized 
ready, Mr. Gayou 
exhibitors have sought to contract 
for space. 


Grouping by Category On the 
planning boards is a method of lo- 
cating the exhibiting firms in the 
four key hotels by footwear classi- 
fications. This has been the estab- 
lished pattern for years in Chicago. 

Chicago in 1961 will be the site 
of a large-scale on 
Oct. 22-25—the dates originally set 
for the Shoe Fair before the Decem- 
ber decision to move it to Miami 
Beach [ RECORDER, Jan. 1] 


regional show 


NSRA Conference to Explore Fall Trends 


NEW YORK — The semi-annual! 
Fashion Conference of the National 
Shoe Retailers Assn. will be held 
Tuesday, Feb. 28, at 2:30 p.m. in 
the Plaza Hotel ballroom, during the 
same week as the Designers Shoe 
Guild’s advance fall showing. 

The conference is a workshop pre- 
s2ntation by NSRA and the Color 
Assn. highiighting major trends in 
apparel and footwear for fall. Head- 
to-toe fashions will be shown on a 
runway, with the Guild responsible 
tor the shoe portion of the presenta- 
tion. 

According to NSRA, everyone at 
the meeting will get a swatched color 
and fashion guide for fall. 

The association’s annual Mercury 
Award, initiated last year, will again 
be presented. It is given to an in- 
dividual who has made an outstand- 
ing contribution to the industry. 

Only those who register in ad- 
vance with NSRA, 274 Madison Ave., 
New York 16, may attend the con- 


20 


ference. The $5 fee includes the 
cost of the color and fashion guide. 
. a * 

NSRA’s Women’s Shoe Style Com- 
mittee will meet Wednesday, March 
1, at the Plaza Hotel, New York, to 
discuss and evaluate the fall-winter 
fashion picture in women’s shoes. 
Presiding chairman will be Z. Albert 
Joseph, Joseph Salon Shoes, Chicago. 


Mondls to Advise Company 


MILWAUKEE—Frank H. and A. 
Martin Mondl, founders of Mond! 
Manufacturing Co., Inc., Oshkosh, 
Wis., will remain with the firm in 
an advisory capacity for two years 
under its new management. The 
company was acquired recently by 
Robert Oeflein, a shoe traveler who 
has spent 22 years with Nunn-Bush 
Shoe Co. Frank and Martin Mond}, 
who started the company in 1924, 
will retire after the two-year pe- 
riod. 


Caution Marks Buying 
Pattern at Detroit Fair 
By GRACE GORDON HAY 


DETROIT—“Cautious buying 
was the phrase used most often by 
the 37 exhibitors to describe the at- 
mosphere at the Spring Shoe Fair 
of the Michigan Shoe Travelers 
Club, two weeks ago. 

Traffic in the Statler Hilton Hotel 
showrooms was “fairly good” on 
Sunday but “quite slow” on Monday. 
Many exhibitors commented on the 
absence of lookers. They said most 
buyers came only to do business 
with their regular suppliers. 


An Average Show—Consensus of 
opinion rated the show as average, 
with buying in all grades of mer- 
chandise, and sales fluctuating be 
tween “better than expected’’ for 
some exhibitors to “slightly under 
a year ago” for others. And it was 
generally agreed that the dates of 
the show were too late. 

However, there was no feeling of 
defeatism in the air 
was a conservative ordering of fil! 
ins, holding off on 
augmenting their spring stecks or 
on venturing into any new, untried 
patterns. 


rather, there 


with retailers 


Triple Needles Lead—In women's 
style lines the triple needle toe dom- 
inated the scene completely. In 
dress shoes the breakdown 
based on color choice ran approxi- 
mately as follows: bone, 30 per 
cent; white, 21 per cent; patent, 
also 21 per cent; black calf, 7 per 
cent, and the light shades 
such as seafoam, 6 per cent (and 
gaining fast! Most of the colors 
were preferred in luster calf. 

In flats the approximate percent- 
ages were: white, 32 per cent; black 
calf, 24 per cent; bone, 21 per cent; 
various shades of wheat, 9 per cent; 
the greens, 6 per cent, and patent, 
3 per cent. 


sales 


green 


There was a renewed interest in 
high-style jeweled flats, with orders 
on the increase. 


Imports Cut In—Considerable 
comment was heard at the show to 
the effect that import business is 
cutting into the sales of American 
manufacturers. This situation was 
noted particularly on Italian-made 
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loafers which are replacing the tra- 
ditional penny loafer in many lines. 

In children’s lines, sales were 
limited primarily to fill-ins on basic 
patterns. The trend to double or 
triple needle toes in girls’ and 
misses’ lines—shown on dress flats, 
squash-heel pumps and_ two-eyelet 
continued to meet with grow- 
ing buyer acceptance. 


ties 


Basics for Men, Boys — Volume 
sales on men’s and boys’ lines were 
also in fill-ins. Dress shoe 
patterns were selling best in black 
smooth leathers. And dress and 
casual styles in smooth leathers in 
bone were showing sales gains. 
Slipon patterns were outselling ox- 
fords by 20 to 30 per cent across the 


basic 


board. 

Men’s dress shoe lines exhibited 
more patterns with narrowed-down 
which retailers report are 
growing in popularity among 
younger customers. 

There is also a trend away from 
suedes and reverse bucks, and more 
demand for smooth leathers in both 
sports and dress shoes, according to 
the sales statistics. 

The fairly new slipon styles with 
a boxer gore are gaining in sales as 
a result of good fit achieved by this 
use of an elasticized topline. 


Next Show in May—The Michi- 
gan Travelers expect more than 100 
lines at their Fal! Shoe Mart, to be 
held May 14 to 16 at the Sheraton- 
Cadillac and Statler Hilton Hotels, 
Detroit. 


toes, 


PPSSA Applications Out 
For April 30-May 4 Event 

NEW YORK—Application blanks 
for exhibit space at the Popular 
Price Shoe Show, April 30 to May 4, 
were mailed early this month to all 
companies which exhibited at the 
November PPSSA. 

Applications for firms which did 
not exhibit at the last show will be 
sent out Feb. 17. Previous ex- 
hibitors were given until then to 
reserve the same space they occu- 
pied in November. 

The coming show, the fall-winter 
event, will be held at the Hotels 
New Yorker and Sheraton-Atlantic, 
New York. PPSSA is sponsored 
jointly by the New England Shoe 
and Leather Assn. and the National 
Assn. of Shoe Chain Stores. 
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Textron Reported Buying Freeman 


TEXTRON, Inc., the multi-indus- 
try company that took over the 
former Albert H. Weinbrenner Co. 
last spring, is reported about to ex- 
pand its holdings in the shoe in- 
dustry. 

Widely circulated trade reports 
say Textron will acquire Freeman 
Shoe Corp., Beloit, Wis., a manu- 
facturer of high-grade men’s shoes 
and operator of some 170 leased de- 
partment in men’s apparel 

Textron officials in Providence, 
R. L., however, declined to comment 
on the reports, and Freeman execu- 
tives could not be reached for com- 
ment. 


stores. 


Operates in 5 Fields—Textron, 
Inc., which began ag a textile house, 
is now a widely diversified company 
with operations in five basic fields: 
automotive, 18 per cent of total 
consumer, 22 per cent; de- 
fense, also 22 per cent; industrial, 
21 per cent, and textile, 17 per cent. 


sales; 


Hard Years Ahead for Independent: 


MONTREAL The independent 
retailer will have no easy time in the 
years ahead, what with increasing 
competition from new fields of foot- 
wear distribution. 

This oft-voiced warning 
sounded again here by Merrill A. 
Watson, executive vice-president of 
the National Shoe Manufacturers 
Assn. He addressed a management 
seminar of the Shoe Manufacturers’ 
Assn. of Canada. 


was 


Changes are now coming more 
rapidly in shoe distribution than in 
manufacturing, Mr. Watson pointed 
out. Drug, variety, food and other 
chain stores moving in, and 
self-service department stores car- 
rying shoes now total 400 in the 
U. S. By 1965 there may be 1,500. 

It is difficult if not impossible, 
Mr. Watson said, to obtain accurate 
figures the share of 
being done today by volume oper- 
ators. On the basis of growth rates, 
as nearly as stacisticians can cal- 
culate, these groups may be doing 
anywhere from 45 to 55 per cent 
of total dollar volume in 1965, he 
predicted. 


are 


on business 


Sales in 1960 have been estimated 
at close to $390 million. 

Last May, stockholders of the 
Weinbrenner firm approved sale of 
their company to Textron. This 
Milwaukee manufacturer of men’s 
and boys’ dress and work shoes 
its name now shortened to just 
Weinbrenner—is being operated as 
a Textron division under the same 
management as before. 


Four Freeman Plants—The Free- 
man firm founded 40 years ago, op- 
erates four factories—three in Be- 
loit and another in Dixon, II]. Their 
average daily output is about 10,- 
000 pairs. 

Freeman operates departments 
in the Wallachs and Broadstreet’s 
chains in the East and the Midwest, 
and in a number of other well 
known apparel firms throughout the 
country. 

The company has annual sales of 
about $20 million. 


Watson 


Competition in shoe manufactur- 
ing today is so strong, Mr. Watson 
also pointed out, that the question 
is understandably asked, “Can the 
small manufacturer 
Many won't, he warned. In the past 
10 years, some 567 companies have 
been liquidated or have gone out 
of business. 

“Prior to 1955,” Mr. Watson 
noted, “there was little if any reali- 
zation of the need for creative 
selling as it is being used in the 
newer industries Many have 
awakened in the last five years to 
the fact that with the machinery 
problem now facing them, they must 
become manufacturers in the real 
sense of the word, and that volume 
distributors on the one hand and 
manufacturers entering into retail- 
ing on the other, were putting some 
of their retail customers in a hot 
spot.” 

The NSMA executive said the 
average shoe manufacturer must 
write his own program for the 1960s 

a program based on three cate- 
yories, technical, marketing and 
management. 


survive?” 
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Women’s Shoe Sessions Set for Factory Conference 


NEW YORK — New and better 
methods of plant operation will be 
the major goal of the women’s shoe 
at the North American 
Factory Management Conference, 
April 20-23. 

The conference, 
Netherland Hilton 
Hotel, is sponsored 
by the National 
Shoe Manufactur- 
ers Assn. and the 
Shoe Manufactur- 
ers’ Assn. of Can- 
ada. NSMA has 
made public the 
program for the 
women’s sessions. 


sessions 


in Cincinnati’s 


Technical Com- 
placency? — Gus- 
tave Frost of Andrew Geller, Inc., 
chairman of the women’s group, 
will open the meeting Thursday 
afternoon, April 20, with a talk on 
“Will Complacency Lead to Obso- 
lescence?” According to Mr. Frost, 
“There is growing concern among 
many American shoe manufacturers 
that our industry is being too com- 
placent about seme of our methods, 
machinery and equipment. 


GUSTAVE FROST 


NSMA Board to Hear 


NEW YORK—A special progress 
report the new and much-dis- 
cussed Du Pont shoe upper material 
will be presented March 2 at the 
annual directors’ congress of the Na- 
tional Shoe Manufacturers Assn. in 
Palm Beach, Fla. 

The report will be made by Wil- 
liam E. Kreuer, director of the 
Sales, Fabrics and Finishes Depart- 
ment of E. I. du Pont de Nemours 
& Co. Attending the meeting with 
Mr. Kreuer will be Charles Lynch, 
manager of Du Pont’s Footwear and 
Accessories division, the company 
section now directly in charge of the 
development and programming 
the new shoe upper material. 

Mr. Kreuer is expected to discuss 
some of the material’s unique prop- 
erties and features, as well as pro- 
duction plans, reports on field testing 
and market testing, present work be- 
ing done with shoe manufacturers, 


on 


01 


22 


“While we are trying to get max- 
imum return on capital invest- 
ments,” he said, “progressive shoe 
manufacturers in Europe and else- 
where are shifting more rapidly to 
new and improved machines and 
methods. With the rising rate of 
shoe imports, we can no longer af- 
ford this kind of complacency.” 


How to Handle Personnel—Two 
other subjects will be discussed dur- 
ing Thursday’s four-hour 
E. J. Riley, Jr., International Shoe 
Co., will take up management organ- 
ization, with Brandon Edmondson 
of Genesco, Inc., assisting. Slated 
for consideration are personnel 
training, proper handling of fore- 
men, reasons for foremen’s failings, 
and the effects of proper handling 
of personnel in shoemaking. 

The second topic will be produc- 
tion systems, with emphasis on pro- 
duction controls and incentive pro- 
grams. Mr. Edmondson will in 
charge, assisted by Robert Topaz of 
A. Sandler Co. and Joseph D. Car- 
rier of J. D. Carrier Shoe Co. 


session. 


be 


Work Simplification—On Friday, 
April 21, there will be two women’s 


About Du Pont Upper 


research, costs, pricing, distribution, 
promotion and other aspects of the 
overall program. 

Mr. Kreuer said that because of 
the “considerable speculation” that 
has developed within the industry 
concerning the new material al- 
ready under development for severa! 
years—‘“we believe that a somewhat 
detailed report presented to the shoe 
manufacturers will serve to clarify 
the current status and program for 
the product.” 

The directors’ meeting is slated 
for Wednesday to Saturday, March 
1-4, at the Palm Beach Biltmore 
Hotel. 

Mr. 
new 


Kreuer will also discuss the 
March 6 during a 
three-day conference of the National 
Shoe Retailers Assn. directors at the 
The 


material 


Colony Hotel in Palm Beach. 
board will meet March 4 to 6. 


shoe sessions, both in the morning. 
Covering work simplification will be 
Mr. Topaz, with help from Mr. Riley 
and Guy LeFaivre of Boucher-Le- 
Faivre, Ltd. 

Mr. LeFaivre will be in charge of 
a session on new machinery, devel- 
opments and techniques, with 
Mr. Edmondson 
Samuels, Jr., formerly 


as- 
and 
of 


sistance from 
Julian 
Samuels Shoe Co. 


Quality and Cost Control — Two 
other will 
Sunday, 23, Chairman 
Frost prove the 
highlight of the whole meeting. Mr. 
Samuels will head a session on qual- 
ity control, aided by Mr 
Mr. LeFaivre. On the agenda will 
be handling methods; analysis 
returned or rejected shoes; 


topics be discussed on 


April 
said these should 


and 


tiley and 


on 
the 
proper approach to improving the 
product; 
effects. 

Exploring 


and housekeeping and its 
factory cost control 
will be Mr. Carrier, with an assist 
from Mr. Topaz and Mr. Samuels. 
Their theme: how to best stem and 
eliminate unnecessary waste 


Tanners to Hear Watson 
At Spring Meeting in Fla. 

NEW YORK 
for soft goods in general and leather 
in will be 
the spring meeting of the Tanners’ 


Council of America, March 5-8 


Susiness prospects 


particular discussed at 


the 


Boca 


Site of the meeting will be 
Raton Hotel and Club, 

taton, Fla., where the tanners also 
held their 1953 and 1957 spring ses 


sions. 


Boca 


Analyzing consumer buying pat- 
terns in the light of prospective eco- 
nomic developments will be Stewart 
C. Baeder of McKay-Shields, inter 
known consul- 


nationally economic 


tants. 

Merrill A. Watson, executive vice- 
president of the National Shoe Man 
ufacturers Assn., will speak on de 
velopments and prospects in the shoe 
industry. 

The Tanners’ staff will 
evaluate leather supply and demand 
in 1961, in the light of both domes- 
tic and foreign factors. 


Council 
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LIKE HAVING THOUSANDS OF 
ADDITIONAL PAIRS IN STOCK 





WITH 
NO INVESTMENT 


NO SPACE PROBLEM 








and a tremendous savings in 
markdown dollars! 


That’s the beauty of Vitality’s 
comprehensive in-stock pro- 
gram. You get the advantag 
of a big inventory, wit 
Vitality’s speedy order-process- 
ing facilities assuring quick- 
delivery to your store. , 
Easter’s right arou 

corner! Vitality's hard-hittMgr. 
national ad campaign in-] ' 
ing magazines is rea& 

customers right n 

your stock today, 

often.. and depend onVi 
service to back you: up db : 
th@»bhiggest season: you've 


VITALITY SHOE COMPANY 
Div. International Shoe Co. 
1509 Washington 

St. Louis 66, Missouri 
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Buntees are soft and flexible . . . made for 
active baby feet that grip, grasp and flex 
like another. pair of hands. 


Buntees are wider across the width of the 
toes, because baby feet are wider . . . give 
more wiggle room to the baby foot. 


MOCCASINS... America's Grst baby shee 


R. J. POTVIN SHOE BROCKTON 69, MASS. 


BUNTEES ARE A 
FAMILY 
OF FINE BABY SHOES 


PRE-WALKER TRAINER STRIDER WALKER 
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Fashion. . . 
with 

the 
Outstanding 
comfort 
feature 

in 

men’s 

fine 
footwear 


Lin Clyge 


EDWIN CLAPP & SON, Inc. 
East Weymouth, Mass. 


Shoes for discriminating men 
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in three 


heel heights DP» 


Interesting French versions of wide-gore 


shoes showing the newest lasts in three 
heel heights. The side panels are of 


COPR. 1961 THOMAS TAYLOR & SONS 


26 


paca tie 
oo ite, I 


TAYLORED -TO-FIT 





THOMAS TAYLOR & SONS 


HUDSON, MASSACHUSETTS 
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by JOHN REILLY 


Editorial 





Some Hard Facts 


HE Jan iary 27 
News, commenting on the serious decline of 40 


million pairs in 1960 shoe production from our 


1959 


issue of Tanners’ Council Council 


record asks the question: “Did retail sales show 
any kind of a parallel drop?” 

The Council News 
jumble of 
facts” 
that while sales fe 


Was a moderate gain 


that, out of a 
“hard 
fact 


short of budgeted figures there 


makes the point 


trade reports and sentiments, some 


are starting to emerge which point to the 

ll far 
in dollar volume in 1960, probably 
about six per cent 


brake on 


reasons that “‘the villain of the piece” 


If retail sales were not the consumption, 


the Council News 


must have been inventories 
Retailers obviously 


back to 


inventory obligation 
held 


im. The question is, “Why?” 


passed the 


manufacturers and manufacturers inven 


Why? 


A hand-to-mouth understand- 


period of 


purchasing pattern is 
incertainty which prevailed dur- 
1960. But 
iderations and speculations involved 


able in the 


ing the latter part of there are other con- 
Was the evidence 
of a recession sufficiently strong as early as last March 
to warrant the retrenchment which started to take 
place at that time? 
Was it Heavy retailer inventories or lack of confidence 


by retailers in the kind of inventories on which they 
were sitting which caused them to tighten up? 
Were retailers starting to feel a resistance by cus- 
tomers to the styles and types of shoes which were 
Had the pointed toe at 


Had women 


being offered to them? last 


reached its saturation point? consumers 
had their fill of classic pumps” 

Were they looking for and not finding the ope ned up 
shoes they wanted? Had the time finally arrived for 
a complete change in the silhouette and some fresh and 
more practical shoes” 

Last reported complaints from many In- 
Stock manufacturers that who did not 


initial orders on certain styles were sending mail orders 


spring we 
retailers place 


on them in increasing quantities. This could be evi- 

dence that a merchant caught with a slow-moving in- 

ventory was striving to sweeten his stock in some way. 
This is an unfortunate situation for several reasons. 

In the first place it is no solution to the problem of a 

basically stale inventory. 

It is a piecemeal attempt to satisfy a customer by 


ordering a style that should have been in stock. If it 
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was not on the manufacturer’s initial order, it is a 
tacit that properly pre- 
sented, that the merchant lacked confidence in the pat- 
tern when it was presented to him, or was too over- 
the it. At 
indicative of confusion and of a growing conviction by 
that a having risk 
connected with it can be supplied promptly by special 


admission the style was not 


loaded at time to order any rate it is 


merchants style any element of 
order. 

This is the 
type of thinking which is keeping merchants’ and manu- 
soft. For who 


will wait for a special order, unless, 


No reasoning could be more fallacious. 


facturers’ inventories every customer 
of course, she is 
“walk” or settle 


for a style with which she will never be fully satisfied. 


an out-size, there are dozens who will 
A recent letter from a manufacturer of high-grade 
middle-of-the-road that 
killed the open toe, open heel shoe, we wrote off 25 per 
Manufacturers 
do not have them, retailers do not have them and a vast 


women’s shoes when we 


Says 
cent of our potential dress shoe sales. 


army of women simply will not buy our present inven- 


tory of closed ip shoes on pointed or any other toes. 
{ Typical Reaction 
Typical of the way women are reacting to our con- 
centration on extremes is this recent letter to the 
St. Louis Post-Dispatch. 
if the Post-Dispatch would like to do a great 
service to humanity, especially feminine humanity, how 
about a nice objective poll of the women who have no 
choice but to wear the only shoes sold these days? 
“I'll gladly start the ball rolling by saying ‘I’ve never 
had my feet caught in a pencil sharpener. Aren't the 
current They make your feet look at 
been wearing the same 


lovely! 
I've 


and one-half years, and by gum, I'll 


shoes 
least a yard long.’ dress 
shoes for three 
keep on wearing them as long as the scotch tape holds 
out.” 

Importers are aware of this gaping hole in our dress 
shoe program and will fill it as they did when they 
created and brought in the soft shoe. 

For nearly a year now, American women have been 
voicing their displeasure over the lack of variety they 
are being offered in shoes. If American creators do 
not correct the situation, you may be sure that foreign 
designers will give this matter their attention. They 
could come up with an answer to the problem which 
would contribute substantially to our growing import 


headaches. 





HAVE YOU 
SENT FOR 
£0) 0) a) 2 
TRIAL SUPPLY 
(e) a 
FLEXELON 


Flexelon is Armstrong's remarkable new insole ushion that's 
not only extremely light (weighs half as much as cork-and-rubber 
materials of the same thickness) but is noticeably more flexible: wrap 
it around a pencil, twist it, fold it, and it jumps back into place. 


more, FLEXELON is more comfort 


2 


FLEXELON won't pipe or wrinkle. Wha 


able. Thousands of ‘922 "92s e-23225°. tiny pores in FLEXELON 
° 4 At Pi 


-° 


t's 


o- a 


e* 
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actually "breathe" for air-conditioned foot comfort. That's not all. 


FLEXELON is more resilient: soft foamed rubber is reinforced 
with tough cellulose fibers for extra strength. FLEXELON keeps 
its spring, too...cannot "bottom out." Write now for enough 
FLEXELON to make your first test run. Won't cost you a penny! 
ARMSTRONG CORK COMPANY, 7802 Delaware Avenue, Lancaster, Pa. 


(Armstrong FLEXELON 
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smiart=. low cost way 


HAN DLES 


What an elegant way to save money! 
You get a fashionable package whether 


you use box, bag or wrap. Carry- Pack is fast 





and easy to use; eliminates expensive 
custom boxes and messy string. Available 
in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


/\ 


” CARRY «PACK COMPANY, LTD. 
ARRY - PACK 5 sznite: rar inincis 
Canadian Licensee: Top Paper Products 
Limited, Guelph, Ont. 


SCHILLER PARK, ILLINOIS yng 
© Send free, 10 day trial in 
© Send literature and samples. 


Dispensers loaned free! We eatigation, of eoures. 
Name —_ 








Carry+ Pack handles are strong! seas 
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we double dare you 


to find another line anywhere near the price to compare with 
Italian-inspired, American-crafted COBRINO and All-American, 


Leisure-loving COBRINO MOC-ABOUTS $6.95 


Nowhere in the entire popular-price market will you find casuals fashioned with such 


verve and flair . . . the Italian air . . . the American care for comfort and quality as 
Cobrino— at such a price! 

In a class by themselves .. . slim. sophisticated Cobrino dress casuals. coupled 
with lean, leisure-loving Cobrino Moc-Abouts keep you in a class by yourself 
competitively! Other styles to $8.95. IN-STOCK for fast, fill-in service! Send for 


Catalog now! 


ae eee ce - 
Nashua Footwear Corporation, 250 Canal St., Eettionee. Mass. 
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your next six customers 
will prove it! 


If you follow the business news of the day you will notice that the American public is 
developing an increasing desire for quality « No longer is price the most important factor. 
And this particularly applies to the money spent by parents for their children’s shoes e 
You can prove it to yourself in the next six sales you make to your customers. Offer 
quality FIRST—pull Pro-tek-tiv shoes. Talk about the fit and quality features 


to step into Pro-tek-tivs because it means a step up to quality— 








and you also step up your sales and profits. 


: #3921—Black 
=~. tis 


. #5921—Brown 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 med #8921—Blue 


CURTIS-STEPHENS-EMBRY CO., READING, PENNA. Write for new cata/og. 


THESE SELLING FEATURES MAKE SENSE TO PARENTS + SALES TO YOU + ONLY PRO-TEK-TIV HAS THEM ALL 


ea HH IA 
i 4 fy 


__\/ Gyr \ | 

r —— t a BS 
— : | a er _s j : 
BUILT-IN HEEL EXTRA HEEL FIT. LOWER OUTSIDE RIGHT AND LEFT DIFFERENT ARCH- BREAK-IN DIMPLES FREQUENT LAST 
WEDGE to help TING AID to QUARTERS no HEELS help HEEL HEIGHTS . . provide natural CHANGES . . . twice 


keep ankles from help hold the heel gap at the sides— give added support changed twice in rest for the foot. in each size range. 
turning in in normal position no slip at the heel to inner side of foot each size range Other brands change 


only once 























NEW 


FROM B.F.GOODRICH AND HOOD! 


KOROSEAL 


SPLASHERS 


STRETCH-RUBBERS THAT FOLD 


INTO THEIR OWN “POCKET-PAC"'! 


FREE‘‘Pocket-Pac’’ with every pair—Just slip Splashers 
inside handy “‘pac,”’ roll up, and slip into coat pocket! 
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No more bulky rain shoes! New Koroseal Splashers are so flexi 
ble you can roll ‘em or fold ’em to fit into their own lightweight 
“pocket-pac.” So light you hardly feel them on your feet. So pli 
able they hug the entire shoe firmly, yet slip on and off easily. 
And molded bar-cleats help Splashers grip like snow tires. Stock 
just four sizes because Splashers s-t-r-e-t-c-h to fit any man’s shoe 
Popular styles in translucent amber: Men’s Over, Men's Clog; 
and black Men’s Work Over. Splashers are bound to be your top 
selling rain shoe, so contact our nearest branch, or B.F.Goodrich 
Footwear or Hood Footwear, Watertown 72, Massachusetts. 


BEGoodrich 
Footwear that feels as good as it looks 
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RELICS OF A BYGONE ERA 


rE GRE 
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to 


In today’s modern shoe store, cumbersome methods of wrapping—the string, 
the tape, the pre-cut paper, or the square bags—have all become as old-fash 
ioned as Diamond Jim Brady's moustache! 1961 calls for EQUITABLE TAKE 
HOLD® SHOEBOX BAGS. Here's why: 1. They speed up sales. Sales people can 


concentrate on selling instead of searching 
2. They eliminate costly wrapping operations 
3. They're beautifully designed and printed to 
promote the store's image to promote a 
high fashion look. 4. They're best by test. The 
handles are the strongest, the paper superior 
quality. 5. They create more customer satisfac- 
tion. ..women use them and re-use them! 


@auitas LE 


PAPER BAG CO., INC. 


45-50 Van Dam Street, Long Isiand City 1, N. Y., STillwell 6-0620 


Paper Miils and Southern Bag Plant, Orange, Texas 


MAIL THIS COUPON NOW! To “package” a more 
successful shoe store...use Equitable Seif- 
Opening Style Take-Hold® Shoebox Bags! 


Equitable Paper Bag Co., In 
45-50 Van Dam Street. Long 
Gentlemen 

1! would like to know mo 
Opening Style Take-Ho 

send me complete inform 
Name 

Position 

Company Nanie 


Addres 





In tune ? 
with fashion... 


Fashion-right FANDANGO by 

Gallun reaches a new high note 

in shoe styling and comfort. 

A fresh, distinctly different 

aniline tannage, FANDANGO 

is whisper soft and light. In perfect 

harmony with new slimmed-down styling. 

Yet it’s sturdy . . . conforms to the contour of 
the foot without losing its shape. Ask for Gallun’s 
FANDANGO. . . in tune with fashion, and sales! 
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THIS SPRING, SHOE MEN WILL SELL OVER 


0,000 


pairs of 
New 


#100 TUFFer-“totes.” 3 sizes fit 3'/2-9 BB $ 69 
“PAIR 


(3!/p-5), CC (5!/p-7), DD (74-9). Colors: 


Red or Brown. Retai 


#110 TUFFer-"totes.” 4 sizes fit 9'/2-3 EE $ 99 
(9/a-11), FF (11-13), GG (13'4-1'4), "Sain 


HH (2-3). Red or Brown. Retail 


PUT YOUR BAR 
“UP FRONT” NOW 


For Easy Extra Sales 


Yours FREE with your order for 48 
pairs or more of new TUFFer-''totes.” 
Comes to you completely set up 
ready to put on selling floor. 


ORDER FROM YOUR WHOLESALER or write to: 
So-Lo Marx Rubber Co., Dept. B, Loveland, O. 
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yw 
Heres Why — 


TUFFer-‘‘totes” are the ONLY true lightweight 
rubber for children. Now made on completely 
new lasts and “‘beefed-up”’ with a tough new sole 
that CAN'T rip! 


@ GUARANTEED TO WEAR BETTER than molded rub- 
bers that are twice as heavy. 

@ GUARANTEED TO FIT BETTER on more shoes. Sole 
expands to fit any shoe style perfectly 

@ GUARANTEED TO GO ON EASIER because they will 
s-t-r-e-t-c-h more. 

@ FULL ANKLE-HIGH PROTECTION. Not cut down at 
sides. Compare with molded rubbers. 

@ PRICED TO MAKE COMPETITION SHUDDER! ! ! 


Wet, muddy spring months create plenty of demand for 
children’s rubbers. Give your customers the ONLY rubber 
with everything they want . . . new TUFFer-‘‘totes.”’ 





The Retailer 

who increases sales 
in 1961 is 

going to do it on new 


FValemelbai-a-li)@r- lire, 


wanted types. 


The newest, 
different and most 
wanted is 
completely NEW 
Lightweights. 


the shoe thot FEELS better 





HEYDAYS SHOES, INC 2032 LOCUST STREET Et | LOUIS 3, MISSOURI 


Boot and Shoe Recorder 





y 


OCC of the 


Vive Women take 


to ten times longer than men when 


la difference! up 
they buy a pair of shoes. This is the 
educated guess of ALEXANDER R. 
Cf IRB AT. He should know. He’s been 
in the shoe business in Albany for 
fifty 
“The average man will look at a pair 
the says. 
‘When he’s fitted, he'll buy them. 


Sometimes, he'll look at two or three 


years now. 


of shoes in window,” he 


pairs. 
“Women, however,” says this propri- 
etor of Corbat’s Boot Shop in Albany, 


N. Y. “look at six, seven or even more 


pairs before deciding on their pur- 
chase ... of one pair.” Few customers 
walk out wearing their newly bought 
shoes; but more men than women do, 
he contends. Generally, they buy the 
shoes for special occasions and want 
to look at them again, at home, before 
wearing them. 

To the query: “Has the retail shoe 
selling business changed since 1910,” 


Mr. “Yes. Retailers 


today take greater pains at ‘scientifi 


Corbat replied: 


fitting and shoe measuring. There are 


more sizes and in-between sizes.” 
7 a * 


It used to be! “It wasn't too long 
ago,” says SAUL MASLOW of Dr. 
Posner Shoe Company, “that almost 
shoes sold on a 


all children’s were 


replacement basis with ‘another 
pair of the same’ being ordered as 
the shoe was outgrown or outworn. 
Lack of variety in children’s shoes 


practically limited a shoe wardrobe 
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to one pair per child. 

“Today, through coordinated adver- 
tising and educational efforts of the 
shoe industry as a whole (and through 
the National Shoe and 
Leather Industries of America), the 
public has been made more aware of 


Institute 


the style element in children’s shoes. 
This has resulted in what is known 
as ‘a children’s shoe wardrobe.’ 

“Where formerly a girl's shoe ward- 


robe may have consisted of more 
shoes than that of a boy, today the 
boy and girl usually have two or 
three pairs of shoes each. This points 
up the great potential of added busi- 
ness on youths’ and boys’ shoes. Re- 
member, too, parents don't com- 
promise with quality when their chil- 


dren’s foot health is at stake.” 
oa * o 


Then and now! The changing image 
of the Five and Ten was outlined re- 
cently by ROBERT C. KIRKWOOD, 
president of F. W. Woolworth Co. It 
is typical as well as topical. “Frank 
Woolworth started changing the image 
of retailing eighty-one years ago,” he 
said. 


time when high costs and high retail 


“Offered low cash prices at a 


prices were the rule. His prices were 
firm and fixed, even though bargain- 
ing between customer and clerk was 
His 


merchandise was displayed openly at 


a common practice of that era. 


a time when the goods were largely 
the The 
changed image he brought to retailing 


concealed from customer. 


obtained immediate customer accep- 
tance during a period when customers 
largely had reason to beware. 
“However, his store was anything but 
an elegant place in which to shop, a 
far cry from the modern plants serving 
our customers today. 

“During the past five years we in- 
185 


opening 488 new stores, moving 125 


vested over million dollars in 


stores to new locations, improving 163 


BOOT anvdSHOE 
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stores in the same locations, and refur- 
bishing 349 stores. During this period 
288 unprofitable stores were closed. 
We are currently opening a new store 
every other business day. 


“For many years some items in foot- 


wear were merchandised in our stores. 
A survey indicated a good opportunity 
for increased sales and profits through 
expanding the footwear line. For the 
past five years, particularly with the 
young growing family in mind, we 
have been merchandising staple and 
seasonable shoes . . . slippers, toddlers 
and casuals. When I tell you that the 
sales volume has increased fourfold in 
our footwear department during that 
time, you can appreciate thé customer 
acceptance which this expanded line is 
enjoying.” 


“The history of the influence of men’s 
fashions in the United States is also a 
little the history of Brioni,” says 
GAETANO SAVINI-BRIONI of 
Rome, Italy. “It is a recent and sim- 
ple history: recent because it is only 
fifteen years old; simple because fash- 
ion is synonymous with elegance and 
elegance is synonymous with sim- 
plicity. 

“In the year 1944 Rome was begin- 
ning to live its first days of freedom. 
My partners and I were preparing to 
open a new men’s clothing store, with 
its own tailoring section. Those were 
difficult times for the purchase of ma- 
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terials, both in Italy and abroad. We 
began by making contacts with some 
textile manufacturers in order to ob- 
tain something new, both in design 
We wanted the sort of 


thing that would not be found in other 


and quality. 


stores. 

“One of our first contacts was a small 
shoe factory. Together, we studied 
and designed a shoe which above all 
was comfortable and yet elegant. 
Hence, the birth of the revolutionary 
model which soon became known as 
the “foot glove.” This model, soon 
adopted by the larger factories. quick. 
ly reached a volume of export we could 
never have antic ipated. 

“The press has referred to Brioni as 
‘The Dior of men’s fashion.’ Also “The 
show window of Italian clothing.’ be- 
cause these last years have been espe- 
cially dedicated to promoting appre 
ciation abroad of the creative qualities 
of Italian artisans. However, | prefer 
the description: “The Good Samaritan 
of Dress’ which identifies my true feel- 
ings toward fashion.” 


oa - 


“The 


serve his own interests better if he took 


individual shoe retailer could 
his eves off the economic problems of 


durable goods manufacturers and 
sought. instead, to improve or mod- 
ernize his own merchandising, display 
and sales technique.” states HENRY 
H. RAND, president of /nternational 
Shoe Company. “The shoe industry 
entered 1961 in fairly good shape. 
Population is up. Disposable income 
is up. Consumer purchases of non- 
durable goods are up and give every 
indication of continuing to expand. 

“All signs point to a near 


shoe year in 1961, both for the re- 


record 


tailer and for the manufacturer. in 
spite of the fact that orders are cur- 
rently coming in rather slowly. Slow- 
ness in the receipt of orders results 
more from psychological factors than 
Consumer demand 


from real ones. 


will ultimately force the retailer to 
maintain a normal inventory. The 
retailer has been playing his stocks 
pretty close to his vest.” 

* * * 
Definition of your customer: “A per- 
son who brings his needs to you. It is 
your job to fill them profitably .. . 
profitably to him and to you.” 
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Profile.... 


by ESTELLE G. ANDERSON 





ALBERT WACHENHEIM., JR. 


OING a “profile” on Albert Wachenheim, Jr.. is like writing about 
a member of the family. He has been so much a part of the retail 
scene. He has played such a vital, active role in the industry, we 

feel it is almost repetitious to recount the facts here. His friends know him, 

of course. But we want to sketch a word picture for those newcomers into 
the industry who may not have met Al: or if they have, perhaps know him 
only casually. 

“Your father needs you.” was the clarion call that put Albert Wachen- 
heim, Jr.. into the shoe business on December 1, 1932. Up to that time, his 
only interest in shoes had been, if anything, in basketball, golf or athletic 
shoes for his own active sports participation. He had played basketball at 
Was captain of the team 
one year. When he 


graduated from Tulane in 1923, with a civil engineering degree, he had 


Tulane University in New Orleans for three years. 
He was also a member of the first Tulane golf team. 


no intention of going to work in his father’s shop. Instead, he worked in a 
cotton mill. Then he switched to the tent and awning business. 

He was getting along fine. on his own. He worked hard and enjoved it! 
But. when the auditor in his father’s store suggested to Al that his father 
needed him, he made the transition into the shoe business, simply and 
easily. He just took his slide rule, his love and understanding for people, 
and went to work at the Imperial Shoe Store. 

Thus, in 1932, at the nadir of the depression, Al assumed his filial obliga- 
tion and, at the same time, accepted the challenge of following and further 
ing the precepts and high principles of doing business which his father 
had instituted at the beginning of his retail enterprise, back in 1892. 

At that time, Albert Wachenheim, Sr., and Sam Cahn were traveling 
for a wholesale shoe company, out of New Orleans, La. They decided to 
go into business for themselves. Formed a partnership and were one of the 
This was at S. J. Schwarz & 
Company in New Orleans, the predecessor to the Maison Blanche. In 1901, 
they leased the ground floor of the building at Bourbon and Canal Streets, 
where the Imperial Shoe Store has remained ever since. They started with 

(CONTINUED ON PAGE 44) 


first to lease a women’s shoe department. 
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Boldly Styled Lightweight 


Representative of the trend to the more shoe look, 
this slipon combines a variety of noteworthy details. 
One is the ankle-curved topline with its extra high-rise 
effect over the instep. Snug fit is assured by concealed 
leeve gore. 


Hand laced tack stitching on the forepart balances 
the appropriately textured surface. The leather is a 
clear brown in supple Brahma calf. 

Crafted on Freeman’s Riviera last, this design has 


a rugged, masculine appearance, achieved without sac- 


rificing the comfort of light, flexible construction. 











Late Summer Selling Can Be 


MAGINE it is now August; white shoes are soiled, and patents are no 

longer suitable. It is up to the retailer to show the customer how, with 

a new pair of shoes, her late summer wardrobe can have the “new season” 
look fashion demands of her. Tempt her, not with the true and tried (and 
tired) but with the news that is plentiful in the market for fall. Now is the 
time to find out what heel heights your customer prefers, show her the new 
colors. She might surprise you and buy them. Will she accept the squared 
toe? How does the new last fit? What is the lady asking for that you do not 
have, but that you know is available? The all-important answers are your 
best guides. Perfect for this late summer are: the unlined shoes, on high heels 
especially, the suedes, mattes, grained and smooth calfs—in colors! Remem- 
ber, the consumer can endorse the new fashions only if made available to her. 











The “dancing pump” influence in matte calf or suede, Grosgrain bou 
and collar. To wear with soft wool; dark silk dresses. By La Piuma. 


Unlined, smooth calf trotteur in otter, trimmed in black. Flattened, 
oval-ed vamp, 12/8 heel. Right for tweeds, knits, suits. By Haymakers 


Asymmetric throat line, fabric quarter contrasted by matte vamp, are 
fashion points here. Casual look, for pants, sport clothes. By Patinos. 
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A Test of Fall Trends... 


Getting fall shoes into the store and on customers’ feet as early as 


possible, allows the retailer to pre-determine what will sell well in the 


coming season, It is the key to well balanced, well planned stock, nar- 


rowing the margin of error to a minimum. 


by EVE PANAY 
Drawings by ELLY NORDEN 








Scalloped throat line pump in smooth calf, 24/8 heel. The feminine 
look, right with dressy suits. By Trim-Treds, International Shoe Co. 





The spectator up-dated for fall ‘61. In color contrasted calf, 23/8 or 
18/8 French heel. For costumes, suits, knits. Home and Abroad. 


Unlined spectator in Italian brown calf or Mark Ll sweet ginger. 
Stacked 18/8 heel. Perfect with early fall clothes. By Sandler 
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How Big Are the Markets? 
-.-. @ Survey 


The data on per capita production and consumption which the industry 


has been using for many years are inadequate and inaccurate. Retailers 
are urged to take part in this age/shoe size survey by the ReEcoRDER and 
N.S.M.A., designed to produce more realistic figures. 


N the November Ist issue of the 

BooT AND SHOE RECORDER 

tention was called to the inade- 
quacy of existing data on per capita 
shoe production. The need was 
stressed for more accurate informa- 
tion on the size of the markets, pres- 
ent and prospective, for the various 
categories of shoes, i.e., men’s, wo- 
men’s, misses’, boys’, children’s, and 
infants’ and babies’. In that issue it 
was announced that the RECORDER, in 
conjunction with the National Shoe 
Manufacturers’ Association, would 
conduct a survey to provide the nec- 
essary data for measuring those 
markets. Plans have now been com- 
pleted for the survey, and reporting 
forms have been mailed to a repre- 
sentative group of retailers. A fac- 
simile of the reporting form is given 
herewith. 


at- 


Retailers not asked to participate 
directly in the official 
urged to use this form and become 
part of the reporting sample. It is 
hoped that many retailers will join 
in the survey, not only to broaden 
the scope of the project but also to 
form a sort of “control group” for 
testing the results from the selected 
sample. 


Survey are 


This survey is different from those 
usually made. The purpose is to de- 
termine the size of the market for 
each of the five major types of foot- 
wear, not by sampling the population 
as a whole, but by ascertaining at 
what age or ages children change 
over to the next major size category 
of footwear 

As of July 1, 1959, for example, 
the population under one year of 
age was 3,790,000 while the one and 
two year olds totaled 8,030,000. All 
of these 11,820,000 children, prob- 
ably were either entirely or partly 
in the infants’ and babies’ shoe mar- 
ket and all would have to move into 
the children’s shoe market as they 
outgrew their infants’ shoes. 

In any the 
number shifting to children’s shoes 
is limited by the size of the group 
growing old (or enough to 
“graduate” out of infants’ 
probably not more than four million 
out of the almost twelve million in 
the under three age group. The sur- 
vey, therefore, would sample these 
four million children who are ready 
to change to children’s shoes. Put- 
ting it more accurately, the survey 
would sample the size category 


one year, however, 


big 


shoes, 





by EDWARD L. DREW 
“changers,” and their 
age. A similar situation obtains with 
respect to the other shoe-size cate- 


would state 


gories. 

Certainly, with respect to adults, 
there is no need to make a survey to 
see if they are wearing adult shoes. 
The purpose of this survey, therefore, 
is to find out at just what ages these 
change-overs are generally made. 
With this information the 
the population group using any of 
the major shoe-size categories can be 
determined. 


size of 


{reas Covered 

The reporting forms for this sur- 
vey are being sent to a limited num 
ber of shoe retailers in all the major 
sections of the country: East, South, 
Midwest, and Far West. The areas 
with the greatest concentration of 
population will be sampled more ex- 
tensively than the others. To this 
end the coverage involves sampling 
some 12 to 14 stores in the East; 5 
to 8 stores in the South; 5 to 8 in 
the Midwest; and & to 10 in the 
West. This will give a coverage of 
three to four hundred samplings in 
CONTINUED ON PAGE 44 


SIZE CHANGE STUDY 


BOOT AND SHOE RECORDER—NATIONAL SHOE 
MANUFACTURERS ASSOCIATION 


INSTRUCTIONS: The objective is to determine at what 
age your customers change from Infants’ and Babies’ size 
to a Children's size, from a Children's size to a Youths’ 
and Boys’ size or to a Misses’ size, and so on up to Men's 
and Women's sizes. For this survey, we are assuming that 
a child who comes into your store wearing infants’ shoes 
but is fitted by you with a pair of children's shoes is buying 
its first pair of children’s shoes. Similarly, it is assumed 
that a child wearing boys’ or girls’ shoes who is fitted 
by you with men's or women's shoes is buying its first pair 


in those categories, etc. 
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Kindly fill in below, the age (as of last birthday) of each 
of your customers who makes a change from one major 





size category to a higher size category. Use the proper 





space below according to the size category and the 
person's sex and race. When you have listed 10 ages to 
each size category below, kindly return this report to 
BOOT AND SHOE RECORDER, 560! Chestnut St., Phila. 
39, Pa. You will have contributed to one of the most 
important economic research projects ever conducted in 
the shoe industry. 
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l. FROM INFANTS' & BABIES’ (Sizes 0-8) TO CHILDREN’S (Sizes 8!/2-12): 
Following are the ages (last birthday) of children fitted by me with their first pair of children's shoes: 


MALE 
White 


Non-White 





FEMALE 


White Non-White 























ll. FROM CHILDREN'S (Sizes 8!/2-12) TO YOUTHS' & BOYS' (Sizes 8-2 and 1-6) 


OR TO MISSES’ (Sizes 12!/2 and over): 


Following are the ages (last birthday) of persons fitted by me with their first pair of youths’ and boys’ 


shoes or misses’ shoes: 
MALE 
Non-White 








FEMALE 


White Non-White 



































lll. FROM YOUTHS' & BOYS' (Sizes 8-2 and !-6) TO MEN'S (Sizes 5 and over) OR 
FROM MISSES’ (Sizes 12!/2 and over) TO WOMEN'S (Sizes 2!/2 and over): 
Following are the ages (last birthday) of persons fitted by me with their first pair of men's shoes or 


women's shoes: 
MALE 


White Non-White 








FEMALE 
White 


Non-White 











Note: The above site definitions ore those used by the U. S. Bureau of 
the Census. They are the size runs on which manufacturers report their 


NAME OF STORE 
CITY 
STATE 


February 15, 196! 


production figures to the government. For this reason you'll need to 
adhere closely to these definitions in filling out this form. 


Please send completed form by April 15 to: 
BOOT AND SHOE RECORDER, 
5601 Chestnut Street, Phila. 39, Pa. 





How Big Are the Markets? 
(CONTINUED FROM PAGE 42) 
each of the possible change-overs 
since each of the thirty to forty 
stores is being asked to report on 
only ten customers in each of the five 
change-over categories. Cooperating 
retailers may, however, report on 
more than ten in each if they wish. 

Family type stores are being used 
on the assumption that over the time 
of the survey period each will prob- 
ably service all ages of children. 
About 8 per cent of the stores are 
being selected from predominately 
non-white locations so as to assure 
a proportionate inclusion of whites 
and non-whites. 


Bases for Tabulation 

The results of the survey will be 
tabulated on a geographical basis in 
order to determine whether there 
are sectional differences in- 
volved. There may be none of sig- 
nificance but it is important to de- 
termine whether such is or is not the 
case. The tabulations will also pro- 
vide for a breakdown into white and 


any 


non-white children in case this fac- 
tor should turn out to be significant. 
It will also be noted that even for 
those categories where boys and girls 
wear the same types of shoes (in- 
fants’ and children’s 
shoes information on 


and babies’ 


the 


age at 


Profile: 
Albert Wachenheim, Jr. 
CONTINUED FROM PAGE 38 
shoes the first 
Then the women’s de- 
partment to the second floor. That 
was sheer heresy, according to the 
prophets of gloom. Women would 
never come up to the second floor 
for shoes. But it’s no secret, women 
did come. They also brought their 
children. So a children’s shoe depart- 
ment was added. When the mezza- 
nine was built, that became the chil- 
dren’s shoe floor. 

When Sam Cahn died, in 1931, 
Mr. Wachenheim, Sr., carried on the 
business, alone, for a year. It was 
actually too much of a job for a man 
of seventy and he was glad to have 
Al, Jr., come in with him. 

One of the first things that Al 
did was to get out and see how other 
stores operated. After visiting Krupp 


women’s on floor. 


moved shoe 
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change-over is being requested for 
males and females separately. This 
should insure against distortions re- 
sulting from sex differences in foot 
growth. 

Each contributor to this survey is 
being asked to give the age at 
change-over of only ten children in 
each of the five categories. This 
should not be a difficult task, espe- 
cially since the survey period extends 
to April 15 and covers the normally 
heavy pre-Easter shoe buying period. 
The participating retailer's job is 
also simplified by the fact that he is 
interested in his customer's age only 
if a change-over to a new shoe-size 
category is involved. If a boy cus- 
tomer wearing a pair of boys’ shoes 
merely gets a new pair of boys’ shoes 
in a larger size his age is not in- 
volved in this survey. But if the boy 
is fitted with a pair of men’s shoes 
his age becomes important and the 
salesman should note it on the re- 
porting form. It is only the age at 
change-over that counts. 


To Be Used with Census Data 
Age at last birthday is 
called for since these data are to be 
with 


age is 


being 
used in conjunction Census 
data where a child's 
mined by its most recent past birth- 
day. If, by chance, a child’s birthday 
is the day he makes the change-over, 
that, of course, is his last birthday 

When a participating retailer com- 


deter- 


& Tuffly’s in Houston and other such 
stores, he the 
first floor and open a popular price 
department. Once again he was told 
it wouldn’t work or pay. He proved 
it could and did! 


decided to remodel 


Expansion 

Under his supervision, the store 
was again remodeled in 1941, taking 
in the present four floors: Popular 
price shoes on the main floor. 
Women’s better shoes on the second. 
Men’s shoes on the mezzanine and 
children’s shoes on the third. Since 
then, Imperial Shoe ex- 
panded branch-wise, leasing three 
children’s shoe departments in the 
Gus Mayer stores in New Orleans 
and popular price women’s and chil- 
dren’s shoe departments at the Gold- 
ring Stores in New Orleans and 
Baton Rouge, La. 

Albert Wachenheim, Sr., died in 
1942. But he had had ten happy 


too, has 


pletes his report he will send it to 
Boot AND SHOE RECORDER, which 
will forward it to the National Shoe 
Manufacturers’ Association for tab- 
ulation and analysis. The tabula- 
tions, as noted previously, will be 
made by geographical 
sex, and by color of child so that 


areas, by 


analyses of results will give as com- 
plete information on the nature of 
the several shoe markets as is 
All such analyses will be ex- 
this the 


pos- 
sible. 
clusive to and 
N.S.M.A. 

Application of the results of the 
survey to population data will be one 
of the most important 
this research program, since it will, 
for the first time, provide adequate 
data on the size of the market for 
each of the six major shoe catego- 
children’s, 


magazine 


features of 


ries: infants’ and babies’, 


youths’ and boys’, misses’, women’s, 
and men’s. This in turn will provide 
the basis for computing more accu- 
rate per capita production /consump- 
than heretofore 
All 


inestimable 


tion figures have 


been used. such information 


should be of 
market 


value to 


analysts seeking to deter- 


mine market potentialities. 
The N.S.M.A. and 
vey is one of the most important eco- 


RECORDER sur- 


ever con- 


It war- 


nomic research 
ducted in the shoe industry. 
the fullest 


operation of all retailers. 


projects 


rants support and co- 


years of watching his son take over 
the reins of responsibility and move 
along and progress at a_ strong, 
steady pace, into the future 
Sufficient merchandise on hand to 
take care of all of your customers’ 
wants, is Al's basic formula for suc- 
“The 
ness has been very good to me.” 
That reference to the 
was facetious. As Al 
was quite a curiosity with my slide 
rule. But it He 
used to keep it handy all the time 
(shades of his college days and engi- 
neering training) and would figure 
markups with it. “But we have ma- 
chines to do that now,” he added. 


and he adds: shoe busi- 


cess, 
slide rule 
not says: “I 


was part of me.” 


An Interest in People 


His interest in people has _re- 
mained in high gear. He has served 
his fellow men on committees and in 
high office, both on a civic as well as 

(CONTINUED ON PAGE 69) 
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Here’s the year’s most revolutionary news in the volume-priced canvas shoe field. Bata, 


and only Bata, brings you this coated fabric counter and counter binding—at no increase 
in wholesale cost. They will wear up to 10 times longer than the counters of ordinary 


canvas shoes. Both counter and counter binding are a distinctively brown color to 
emphasize to your customer this new 

improvement. You'll see the difference in 

sales and repeat sales. 

WE MAKE BATA SHOES §* %, PEOPLE MAKE THEM POPULAR ! 


BATA SHOE COMPANY, INC. 
BELCAMP, MARYLAND 
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What Nylon has done for stockings, TOLEX'Vinyl is doing for shoes 





Now...one man-made material 
solves three kinds 
of socklining problems 





Choose rovex: ‘Gm in the quality to suit your purpose 


TOLEX MelloVin, famous first as a fabulous new vinyl material for uppers, now comes in three qualities to meet 


your needs for man-made socklinings. Choose MelloVin for (1) socklining in slip lasted constructions, (2) as a 


wrapped socklining in thong-type casuals, or (3) as a general-purpose shoe material. Easy-to-work-with MelloVin 
provides the looks of expensive calfskin, superb softness, uniform color in a great variety of hues, and unsurpassed 


wearability. Contact your closest representative to find out which Tolex MelloVin vinyls belong in your footwear. 


vial thee fabrics tome fran: eto’ TEXTILEATHER’ 


Represented by: W. J. Backs, 226 Lincoln Office Bldg., 5875 N. Lincoln Ave., Chicago 45, Illinois. / *Seamon 
Steen Company, 96-100 South Street, Boston 11, Massachusetts. / *Liebman & Cumming, 1329 Sunset Blvd., Los 
Angeles, California. / John E. Shevenell, 212-47 Jamaica Avenue, Jamaica 28, New York. /K. O. Schneider & Son, 
1225 North Water Street, Milwaukee, Wisconsin. / *Barnard Shoe Industry Supply Corp., 10380 Page Industrial 
Bivd., St. Louis 32, Missouri. / *Moore & Giles, é O. Box 56, Lynchburg, Virginia. / Liebman & Cumming, 718 
Mission St., Rm. 422, San Francisco, California. /C. N. Riesenberger & Son, 370 West Broad Street, Columbus 
22, Ohio. / *Stocks are warehoused for your convenience at the regional sales offices indicated by an asterisk 


THE GENERAL TIRE & RUBBER COMPANY 


FOOTWEAR FABRICS DIVISION /607 MADISON AVE./TOLEDO 3, OHIO 





Coated Fabric Leadership 


TEXTILEATHER 
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by BILL ROSSI 


Inside Shoe Business 





No Two Pairs of Feet Alike—How True? 


HERE is an old myth in shoe business—nour- 

ished, fostered and believed as gospel by most 

shoemen—that no two pairs of feet are alike. 
Shoemen have talked themselves into this by monot- 
onous repetition of the words and idea, generation after 
generation. 

We've now arrived at the point where most people 
public, doctors and shoemen alike—accept it as scientific 
fact. So mass-accepted is this “gospel’’ that today no- 
body challenges it. 

But the time has come to challenge it—and to ad- 
vocate that it be junked as a frivolous fairy tale not 
worth being told to children or adults. 


Is There Any Evidence? 


Let's start with one simple question: Who has any 
evidence whatever to prove that no two pairs of feet are 
alike? And by “evidence” we mean clinical or other 
scientifically acceptable evidence. The truth is, there 
just isn’t any such evidence available. 

Now, it’s interesting to note that other parts of the 
body have been classified or “typed” and found to fall 
into groupings. The anthropometrists—scientists who 
measure human anatomy—have “typed” or measured 
arms, heads, torsos, legs. For instance, of a million 
people measured for head shapes, they fall into about 
10 classifications. The human torso is more complicated 
in shape than the foot alone. But the anthropometrists 
find that almost all human physiques belong to just 15 
major “types”—and the majority belong to fewer than 
10 types. 

The obvious point is this. If the human physique as 
a whole can be “typed” so that each of us has a physique 
quite like that of millions of others, then the same 
principle would appear to be applicable to the human 
foot, which is only a small part of the human anatomy. 
We cite this merely to illustrate that there is far more 
chance that different pairs of feet can be alike. 

And back to the original point: nobody has yet proved 
otherwise. 


An “Escape Hatch” 

Why has this no-two-pairs-of-feet-alike idea developed 
into accepted fact in shoe business—and also among 
the foot doctors and physicians? We suspect that there’s 
a reason. If people believe that this idea is a real truth, 
then it gives the shoeman an “escape hatch” when he 
fits shoes. It suggests that he’s dealing with an object 
over which he has no complete control. It means that 
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every pair of feet—because there is no other like it— 
is a special case in fitting. 

It also opens the door for the manufacturer. Many 
manufacturers believe—but without supporting evi- 
dence—that no few lasts can fit the majority of feet. 

The doctors prescribe shoes with this same precept 
in mind as accepted “fact.”” And yet when asked to 
deliver evidence supporting the “fact,”’ they can’t. 

There are some interesting sidelights on this. For 
instance, every shoeman knows that the bulk of his 
sales—men’s, women’s or children’s—fall into a re- 
latively small “core” of sizes and widths. Thus, size- 
wise, at least, relatively few sizes and widths fit a large 
share of people within any given group. And on this 
point alone it’s apparent that there's a “likeness” about 
a lot of feet. 

Another factor is foot shape. We talk much about 
such generalized terms as inflare, outflare and straight 
feet: about high-arched and low-arched feet; about 
spready feet and bony feet and fleshy feet. We are quick 
to develop a babel of pedic terminology that adds to 
confusion but not to clarification. 


Feet Can Be Typed 

Yet, what little anthropometric work has been done 
on feet has indicated clearly—despite all the presumed 
different kinds of feet—that feet can and do fall into 
a few basic foot types in terms of actual shape and 
measurement. This indicates that millions of feet are 
like millions of other feet in terms of “types.” 

There is firm conviction among persons who have 
made scientific studies on the “foot typing’’ matter that 
feet do fall into basic classifications, and that the feet 
within each classification are very much like all the 
other feet in that grouping. Even more significantly, it 
is believed that, from a standpoint of basic foot shape, 
perhaps as few as 10 basic lasts—each conforming to 
a basic foot type—could fit the large majority of feet. 

No, such “standardization” wouldn’t restrict styling, 
for countless different styles (including toe shapes and 
heel heights) could be modeled over each last, 
without affecting basic type. 


basic 


None of this can or will take place, however, until a 
large-scale foot-typing survey is undertaken. Other na- 
tions have already done it with marked success. And 
when we get around to it, then it’s sure to burst, once 
and for all, the persistent myth that no two pairs of 
feet are alike. 
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How long after the sale does the advertis- 
ing value of the box continue? As long as 
the shoes last, the boxes will repeat their 
message every time the closet is opened. 
When the shoes are discarded, the boxes 
will probably be put to another use in the 
home and will continue silently selling a 
brand or a store. 


F all the types and sizes of 
boxes that come into the av- 
erage household, shoe boxes 

have been voted most likely to be 

used—and re-used. 

Out of homemakers, 
seven never throw away a shoe box, 
throw them sometimes, 


one always. 


every ten 


three away 


Most containers are discarded as 
soon as their contents have been un- 
packed. But that’s not so with the 
shoe box. When it leaves the store, 
it is just beginning to get into orbit. 

Take a trip with a shoe box. On 
delivery at the home, the shoes are 
unpacked, tried on for 
family “approval” and put in a door 
shoe bag, on the closet floor or back 
in the box for storage. Full or 
empty, the shoe box goes on a shelf. 
Why? Ask any homemaker and 
she’ll say, “It’s just good to 
throw away!” 


inspected, 


too 


In Big Demand 

The box may sit empty for awhile, 
but, more than likely, its re-use will 
start promptly. Junior needs it for 
toys. Sis wants to transport those 
cupcakes to school. Dad takes it to 
the garage for his car wax and rags. 
Mother transfers the family shoe 
polish assortment from its old box 
to the new one. 

The list of household re-uses for 
the regular shoe box is limitless. Up- 
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The Boxes with 


Once a shoe box reaches the American home, 
it lingers for use and re-use. It is seen re- 
peatedly and the brand name or store name 
on it is hammered home. Nearly eight out 
of ten women can correctly name the brands 
on the boxes they have in their closets. 


stairs, downstairs, around the fam- 
and around the the 
boxes hold household can- 
celled checks, toys, buttons, sewing 
n¢tions, poker chips, dominoes, pine 
old paint 
snapshot negatives, playing 
and Name it—the 
box will hold it. Its depth, dimen- 
sions and sturdy construction make 


ily calendar, 


receipts, 


cones, candles, brushes, 
cards 


seashells. shoe 


it tireless. 


Hammers Home a Brand 
What does this mean to shoe man- 
ufacturers and retailers? Just this. 
Here is an advertising media with 
never-ending ramifications. Here is 
a brand name impression hammered 
home over and over again. 


Tom's train ingeniously re-uses three shoe boxes. 


Nearly eight out of ten women 
can list correctly, without p-ompting, 
the brand names on the shoe boxes 
In many cases, half 
the brand 
half 
several but 
them by heart. 


in their closets. 
of the 


name. 


same 
may 
most 


boxes bear 


The 
brands, 


other include 
women 


know 


Stumped on Details 
Strangely enough, the women in- 
this 
that box as being unusually attrac- 


terviewed referred to box or 
tive, but when it came to describing 
it in detail, nearly 50 per cent of the 
they 


less 


women were stumped. Colors 
knew accurately but designs 
well. Beauty and distinction of box 


wrap design, however, scored high. 


A paper towel roller becomes 


the smokestack on the engine and a short rope, threaded through holes punched in 


the box ends, couples the cars. 


The freight? 


Tom's toys, of course. For millions 


like Tom, shoe boxes are re-used for guns, toys, crayolas, rock collections and dead 
butterflies. The name on the box is repeatedly seen by the members of the family. 
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Endless Uses 


Although women like pretty shoe 
boxes, men view the containers with 
a colder and more impersonal eye. 
Men often name the brand 
names on the boxes in their closets 

but just as often they can’t name 
them. Men whether 
their boxes are brown, tan or gray, 


can 


do not recall 


and seem to care less. 


enough, men use 
shoe storage 
do. Men 


occasion 


Interesting! 
for 


women 


boxes less 


than 


shoe 
store 
seasonal foot- 
wear, such as golf or tennis shoes, in 
the original But men 
than women say that they fight the 
The typi- 
cal response was, “My feet sweat, so 


widely 


and special 


boxes. more 


battle of perspiring feet. 


| keep my shoes here on this open 
shelf deal 
a chance to air out, don't you?” Also, 
regrettably 
than 


I think they ought to get 


men’s wardrobes are 


smaller in number of 
those of the average woman. Many 
have times as many 
pairs as their This is 
why, perhaps, when a man wants to 
the bolts, 
sockets at his workbench, he “bums 
from his wife. 


pairs 
wives three 
husbands. 
washers or 


sort nails, 


a shoe box or two” 


For Children Only 

Stores which give children special 
such boxes 
and compara- 
add_ indirectly 
Special shape 
such as gingerbread houses 
and school houses, are less in use 
now than they were five years ago. 
These sometimes ran as 
high as 25¢ each and cut into re- 
tailer profits. To fill this gap, some 
children’s manufacturers supply spe- 
cial boxes free or at very small cost. 
One juvenile house makes available 
to its accounts a brightly colored box 
with a built-in handle. The box de- 
sign uses jet planes and space ships 
and includes a map game on one of 
the long sides. Though brand name 
is overwhelmed by space enthusiasm, 
the box brings kids back to the store, 
a retail manager observes. 


carry-out boxes sav that 
add good will easily 
thriftily 


to repeat business. 


tively and 


boxes, 


specials 


One major juvenile maker sur- 
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by VIRGINIA MARSHALL 


veyed dealers recently on the subject 
of its shoe box. The manufacturer 
was surprised to discover that deal- 
did not want the box design 
changed. Nearly 95 per cent of the 
accounts begged him not to change 
the style of the box, a special self- 
locking, carry out type. Why? Be- 
the kids the boxes 
and look forward to getting them. 


ers 


cause treasure 


The Knitting Box 
Also unconfined to the home is the 
of the cord-han- 
boxes for women’s 
Women like these 
they 
combine attractiveness with utility. 


advertising value 
dled 


and teens’ 


cord-handled 


store name 
shoes. 
boxes because 
Less sturdily constructed than regu- 
lar manufacturer - supplied 
these north - south 
shoes in closets equally as well as 
their sturdier cousins. Women 
cord-handled for carrying a 
variety of articles, principally lunch, 
knitting, and plastic rain boots. With 
store name imprinted, the boxes go 
back out of the home to repeat their 
advertising 


boxes, 
carriers store 
use 


boxes 


message again and 
again. 
When a women’s 


chain fanfared a new store opening 


moderate-price 


recently, these “knitting boxes” were 
given with each purchase. Accord- 
ing to the manager, “women 
bought skimmers and flats just to 
get the Almost always you 
have to pay a pretty good price for 
the shoes before you get one of the 
cord boxes and our giveaway gave 
women a chance to latch onto them 
for less money. They really boosted 


store 


boxes. 


our sales.” 


Change Is a Stimulus 

Fashion-shoe boxes, like the fash- 
ion shoes inside, are 
wrap design regularly. One box 
maker indicates that shoe firms 
change their design every other year, 
three years at the outside. “Chang- 
ing the look of the box gives a stimu- 
lus to the line,” he points out. “The 
new look puts extra vitality into the 
outlook of the sales representatives. 


changed in 





ASK ANY WOMAN: 


How would you like the 
shoe box changed? 


@ Basically, not at all. “In my 


household there's no sub- 


stitute for a good old shoe 
box.’ 


both the 


@ Technically, she likes 


sturdy boxes manufacturer: 


. | ! e 
provide and also the less 


sturdy cord-handled car 


ier boxes retoilers 


give. 


some- 


times 


@ Decoratively, 


the box desi 


prett 
preity 


@ Usefully, 


ADDO 
vy 


if . 1: 
ett piain white 


o she could write 


there whot's inside. 


@ Usefully again, 
the printed 

white c 

tor at the 


f the long sides for easy 


id and on each 


marking when the box is 


re-used for storing findings, 


i 


notions poker chips con- 


celled checks and 1,000 


and one other things. 


@ Ideally, she would like a clear 


durable plastic peephole 
in one end of the box. Like 
one would 


box 


DOX. 


many ideals, thi 


increase shoe costs 


about 3¢ per 











It also peps up stock areas, exposed 
or hidden, appeals to retail sales peo- 
ple, and pleases the woman at home. 
Change is good when change is prog- 
And stepping up enthusiasm 
for any line of shoes is progress.” 
America’s homemakers do _ not 
want the shoe box altered basically. 
They like that sturdy re-usability. 


ress. 
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Drawing Board Dreams 


——— 


| 





FAR OUT ond full of prob- 
ems is the suggestion of a box 
designed for self-selection dis- 





/ 
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IN THE WORKS is o 
opsible lock-bottom box 
th co cord handle and flap 

top. I+ ships flat and pops 


ne-piece 


shape with one fwist. 








DREAM: Pack 
with sole- 
Growstring 
travel bags, 


plastic for 


TRAVELER'S 
n cloth sacks 
bottoms, 
Double as 
slippers. Or 
emergency boots. 


shoes 
shaped 
tops. 


trove 








RESEARCH is being done on a 
machine to “tie” pairs of shoes 
destined for bins. 
It's co sewing operation. 


self-service 








Shoe Packaging 


An era of self-selection, self-service merchan- 
dising has required drastic packaging changes. 
Changes have been rapid and dramatic in many 
industries but slow to take place in the shoe in- 
dustry. However, watch for new developments. 
You may see boxes designed for impulse sell- 
ing, plastic packaging and increased standardi- 


zation of box sizes. 


ODERN merchandising de- 

mands modern packaging. 

The importance of the 

role of packaging in merchandising 

has become increasingly apparent to 

both manufacturers and retailers in 
the past decade. 

“Packaging has turned out to be 
one of the most important aids to 
better enhance and sell our prod- 
ucts,” said Donald J. Leeker, man- 
ager, Package Development and De- 
sign division, Sears, Roebuck and 
Co. Chicago. He added that the 
“most important packaging specifica- 
tions are aimed at the customer.” 

And, Richard J. Sargent, vice- 
president and general manager, 
Portable Appliance division, West- 
inghouse Electric Corp., Mansfield, 
O., said, “We are trying to cut mer- 
chandising costs, increase sales and 
create new features with 
packages.” 


product 


Vitality Shoes makes 
good use of its new, 3 
easierto-read logo on 
this carton presented 
in 1960. Ivy vines trail 
in contrasting shades 
to the light and dark 


green of the box. 


All well and good, but what about 
shoes? In the shoe industry “as in 
any other consumer field,” said Hugh 
J. O’Brien, Jr., sales manager, M. B 
Claff & Sons, Brockton, Mass., “the 
package is a most effective too] in 
attracting customer attention and 
making the prospect want the prod- 
uct. In the fast-growing self-service 
field the package is recognized gen- 
erally as a means of psychological 
persuasion of great importance.” 

tut there are those who feel the 
shoe industry has failed to keep up 
with the merchandising advances of 
the times. “No other industry cater- 
ing to our total public does such an 
archaic job of packaging as foot- 
wear. In a self-selection, impulse- 
buying age, this is inexcusable. The 
shoe could make a much more 
important contribution to your sales 
total,” said E. B. Weiss, director of 
Doyle 


box 


merchandising, Dane Bern- 


iti 
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for the Modern Market 


bach, Inc., New York, in a speech 
to shoe industry leaders. He added, 
“All of the current shopper trends 
tend to make the package the su- 
preme producer of sales. This is be- 
coming increasingly true with 
spect to footwear. 

“Perhaps all of your footwear 
classifications should be analyzed 
separately for possible packaging im- 
provements. This may call for illus- 
trations, for more text, perhaps for 
different types of packaging mate- 
rials.” 


Shoe Box Shape 
Remains the Same 
The most important package in 
the shoe industry has been the shoe 
“A printed branded shoe box,” 
said Dan Peters, sales manager of 
Frank C. Meyer Co., Inc., Brooklyn, 
the 
consistent 


box 


“represents greatest, least 
advertising 
dium for the shoe industry, a 
that 


all alert shoe operations and adver- 


eXx- 
me- 
fact 
has been recognized by 


pensive, 
todays 


tising agencies.” 

But what improvements have been 
made to the shoe box? The box is 
essentially the same shape as when 
How has it 
to keep up with modern 
merchandising? 
have 


it was first introduced. 


advanced 


strengthened 
reinforcing 


Boxes been 


with new adhesives, 


In the foreground is 
Accent Shoes’ vivid 
new carton design of 
black on white. The 
new brand name de- 
sign affords quick 
identification. In the 
background is old box 
with red and black on 


gray. 


threads and new constructions 
They've been designed to ship flat 
ready for folding at the shoe manu- 
facturers’ factories. They've been 
printed in any and all colors 
now, they're made so that reprinted 
papers with brand designs can be 
rapidly laminated to the boxboard, 
cut and scored to make the usual flat 
blank shoe carton. Others have flap 
openings and cord handles. 

“No one has come up with a bet- 
ter shape so far,” said Mort Welch, 


and, 


sales promotion manager, Hoague- 
Sprague Corp., Lynn, Mass., “but 
new methods of printing and new 
adhesives are being introduced to 
give the shoe industry a better prod- 
uct. For example, although at pres- 
ent the cost is prohibitive, aluminum 
foil for shoe boxes. It 
is also possible to reproduce full- 
color photographs on a shoe box, 
but again cost is a factor. 
“The most significant advance in 
(CONTINUED ON PAGE 54 
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Gummed Labels Give You a Salesman in the Closet 


WOMEN store shoes in shoe Fr 
boxes and then have trouble 
finding the pair they want to 
wear. End their problems and, 
at the same time, get your 
store name on every box that 
leaves the shop. 

Try this. Order gummed la- 
bels like the one pictured here. 
They should fit the end of the 
smallest box for women’s shoes 
that move in any volume. That 
way, they’ll fit any box in your 
store. They should also fit the 
space below the lid edge so a 
clerk doesn’t have to remove 
the box top to put on a label. 

Select a design and colors 
that either reflect store person- 
ality or blend with the design 
of a brand box you are using. 

Attach the label at the wrap- 
ping counter. Use a magic 
marker to write in the style. 
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from Sterno SHOES 
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MAIN STREET, ATLANTA 
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IRVING 


BLACK 
LEATHER 
AT ITS 
FINEST... 
SIDE 
LEATHER 
AT ITS 
BEST! 








Irving Tanning Company 134-140 Beach Street, Boston ll, Massachusetts 


BISACK 
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‘HAT do shoe shows do for 
the retailer? 

BOOT AND SHOE RECORDER 
got the answer from officials of show- 
sponsoring associations and the man- 
aging director of National Shoe 
Travelers’ Assn. 

Although answers were varied, 
there were many points of common 
agreement. The shoemen all agreed 
that the national offer 
the retailer a chance to many 
lines at one time, review plans and 


shoe shows 


see 


discuss problems with “top brass” 
from the manufacturing plants and 
with retailers from all 


parts of the country. 


swap ideas 


The Buying Shows 
The 
ferent. 


regionals was dif- 
spokesmen 
which national 
shows declined to make any comment, 
good or 


story on 


Several for as- 
sociations sponsor 


bad, about these shows. 
Those who did discuss them, called 
regional shows “buying shows” and 
national shows, “looking shows.” The 
big advantage of the regional shows, 
is that they 
save time and money. The supporters 
of the say the 
tailer can get to them inexpensively 
without much time 
his They 
the regional show is tailored to the 
particular needs of the retailers in 
the provides educational 
opportunities at extra-curricular ses- 


according to the survey, 


regional shows re- 


and too away 


from business. also say 


area and 


sions, 


MERRILL A. WATSON EOW. J. McDONALD 


Soth Merrill A. Watson, executive 
vice-president, National Shoe Manu- 
facturers Assn., and Edward J. Mc- 
Donald, executive vice-president, Na- 
tional Shoe Retailers Assn., discussed 
the value of the national shows to the 
retailer. The associations these two 
shoemen represent sponsor the Na- 
tional Shoe Fair. 

Mr. Watson said, “National shows 
provide the retailer with an oppor- 
tunity to broaden his thinking. He 
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Don't Forget 


the 


Educational Side 


of the Shows 


Spokesmen for shoe industry associations 
stressed the importance of giving the re- 
tailer something helpful at the regional 
and national shoe shows. They feel the re- 
tailer wants help and looks for it at a show. 


has an opportunity to discuss mutual 
problems with retailers from other 
sections of the country who may be 
seeking solutions to the same types 
of problems. He can take advantage 
of events which add to his merchan- 
dizing knowledge and he has the wid- 
est opportunity possible to check re- 
and whether or 
not he is missing something in plan- 
ning his operations for the season 


determine 


sources 


ahead.” 

Mr. McDonald added to this, “I 
can think of no other time or place 
where and when dis- 
cuss their promotional plans for the 
future with top management in man- 
ufacturing. 


retailers can 


Presidents, vice-presi- 
dents, sales managers and others are 
present to suggest ideas which help 
give retailers a feeling of assurance 
in placing future orders.” 

Maxwell Field, executive vice-pres- 
ident, New England Shoe and 
Leather Assn., and co-manager of the 
Popular Price Shoe Show of Ameri- 
only, “Both national and 
regional shows, where sponsored by 
official 
tions, perform a necessary function 


ca, said 


and representative associa- 


in marketing and merchandising.” 


Create a Desire 
[t’s up to show planners to make 
retailers want to attend shows 
gional or national. According to Ar- 
thur H. Gale, executive secretary of 
St. Louis Shoe Manufacturers Assn., 
sponsors of Shoe Market of America. 


re- 


MAXWELL FIELD ARTHUR H. GALE 


Mr. Gale said, “Where national 
shows are concerned, something edu- 
for the manda- 
tory. I cannot stress this too strong- 
ly. 


cational retailer is 
attend shows to 
And to make 
tacts. Some combine attendance with 


Retailers see 


shoes—granted. con- 
the education- 
al aspects of the trip are the major 
impetus behind making the cost of 
attendance pay off.” 


a vacation jaunt. But, 


There's a Time for Learning 
Educational sessions for retailers, 
Mr. Gale quickly points out, are okay 
with shoe manufacturers only if such 
help does not conflict 
producers’ display schedules 
during the shows. More than a few 
St. Louis manufacturers are bitterly 
opposed to taking retailers out of 
sample rooms for show-sponsored ed- 

ucational events, adds Mr. Gale. 
“There is a definite need for re- 
gional shows,” said Mr. Gale. He said 
(CONTINUED ON NEXT PAGE) 


educational 
with 
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that the Dallas regional “meant a 
great deal to St. Louis producers.” 
The Dallas show, according to the as- 
sociation spokesman, was a more im- 
portant show than the National Shoe 
Fair, simply because the retailers 
looked in Chicago, bought in Dallas. 
He said, what Dallas is to St. Louis, 
other regional shows are to other 
production centers. 


Regional Benefits 

Not only do regional shows mean 
a great deal to manufacturers, but 
they are of greater benefit than na- 
tional shows to retailers, claims Ed- 
mund J. Trench, managing director, 
National Shoe Travelers Assn. 

Mr. Trench said regional shows 
are tailored to the needs of the re- 
tailers of a particular area. The spon- 
soring associations, he said, ask the 
merchants what they want and try 

arrange the shows accordingly. 

The purpose of a national show? 
Mr. Trench feels it is to show many 
shoes in one place and to give re- 
tailers a chance to meet company 
“brass.” 

The regional shows, added Mr. 
Trench, service merchants who don’t 
have a chance to attend the national 
shows. The regionals give merchants 
who miss the national shows a 
chance to see lines they would not 
otherwise see and a chance to make 
comparisons. 

be made more 
Trench suggests 


shows 
Mr. 


How can 
interesting? 


Shoe Packaging for 
the Modern Market 
(CONTINUED FROM PAGE 51) 
shoe packaging in the past ten years 
has been the increasing use of de- 
sign and color as a merchandising 
tool. Colorful, eye-appealing, custom- 
designed cartons are now within the 
reach of even the small multi-unit 
operation, with minimum as low as 
30,000 annual pairage,” said Mr. 

O’Brien. 

A shoe manufacturer, Bernard S. 
Shapiro, president, American Girl 
Shoe Co., Boston, claims the indus- 
try is backward in using cartons. 
He asks why the shoe industry 
doesn’t take a tip from the food 
processors whose products are pack- 
aged in cans, jars and boxes de- 
signed to create impulse sales when 
seen on supermarket shelves. Why, 
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making them more informative with 
panel discussions, advertising exhib- 
its, leather exhibits, window display 
ideas and other informative exhibits. 


EDMUND J. TRENCH DAVE KLINESMITH 


sec- 
Shoe 


feels 


Klinesmith, executive 
retary-treasurer, West Coast 
Travelers’ Associates, also 
shows should be informative. 


Dave 


“It is the obvious task of the pro- 
moters of a shoe show,” said Mr. 
Klinesmith, “to attempt to present as 
many helpful suggestions to retailers 
who attend as is possible.” 

“We are constantly on the lookout 
for ideas and gimmicks that not only 
will appeal to the retailer, but will 
also help him in the daily job of 
selling shoes,” added the veteran 
show planner. 


Less Time, Less Money 


Regional shows are far more im- 
portant to the average retailer than 
the national shows, according to 
Mr. Klinesmith, because they remove 
the problems of time and money. 


he asked, can’t shoe cartons also be 
designed to create impulse sales 
when seen in shoe stores and de- 
partments. 


A Box to Fit the Shape 

At the Emmco Products division, 
Essex Master Mold Co., Inc., Essex, 
Conn., the management has come up 
with a box designed for impulse 
sales. The box is for the firm’s plas- 
circus boot overshoes. It’s 
shaped like a boot. But, that’s not 
all. The box, in red, yellow, white 
and black, has colorful clowns and 
circus scenes printed on the sides 
and front. Over the toe is a clear 
cut-out window through which the 
clowns which are in bas-relief on 
the toes of the boot peek at the shop- 
per. The back of the box is used to 
tell the shopper about the product 
and to suggest that toddlers’ boots 


tic 


Retailers find it hard to break away 
from their stores for any length of 
time and still harder to justify the 
expense of national show attendance. 
The regional show is one they can 
run down to after they close the 
store, see some things, learn a little, 
meet other retailers and get home at 
a reasonable hour. 

“This is for him. He'll tell you 
that,” said Mr. Klinesmith, talking 
about the average retailer. 

“That is why we,” he added, “try 
our best every year to present the 
kind of a show that can do something 
useful for the retailer. We try to 
fathom out the real problems of our 
retailers and answer these problems 
with workable suggestions. You know 
that today retailing is no picnic and 
any assist a man can get is certainly 
welcome. 


The Best Bet 
“The regional show becomes the 
best bet for the average retailer 
who cannot afford the time and prob- 
ably the money to go to Miami. From 
this regional show, he can and must 
get his full share of panel discus 
sions, sample viewing and contact 

with the manufacturers. 
“Yes, national shows are great 
really great. But, the regional show 
is the strongest link between the 
manufacturer and the smal! retailer 
who still is the backbone of the mer- 
chandising world, despite supermar- 
kets, chains, discount stores and all 
the rest. We're sticking with them.” 


gifts. On the top of 
the box a clown holds a large white 
hoop conveniently marked “To” and 
“From.” 

Packaging that’s designed to sell 
little more, says Roger S 
Pile, vice-president of Essex Master 
Mold Co., but he feels the results 
justify the expense. The circus boot 
box is one the retailer is anxious to 


are excellent 


costs a 


put out on a display table instead of 
on a shelf. The box attracts the shop- 
and is picked up, the 
boots are 50 per cent sold. Mr. Pile 
feels that it is time the footwear 
industry began to think of the box 
as a salesman and not just a 
tainer. The packages, according to 
Mr. Pile, should be designed around 
the product. 
The future will more shoe 
boxes designed around the product. 
(CONTINUED ON PAGE 64) 
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per 


con- 


see 
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Teeners will JUMPY 
+ Retailers will CHEER! 


3 color combos 


by Alexis 
MARTIN 


a NYLOVEL 


reas pe 


by ALEXIS 


for the daughters of America’s 
fashionables are more glamorous 
than ever in NyloVel combinations 
of three beautiful, contrasting 
colors. 


These are the Muu Muu patterns, 
with color co-ordinated soles. 
Available in children’s, misses’, and 
big girls’ sizes. 


Insist on the 
NyloVel tag! 











48 West 38th Street, New York 18, N.Y. 


[Se U.S.A., France, England, Italy, Canada, Mexico, Brazil & Argentina. 
Pm 
oe F e 


SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
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What's in a Shoe and How to Sell It 





The Slip-Lasted Shoe 


The slip-lasted shoe is the ideal casual. It is colorful, moderately 
priced and feels like a slipper on the foot. 


HE slip-lasted shoemaking 
process has carved out its own 
popularity niche and remains 

fairly fixed there. Each year about 
65-70 million pairs (or about 10-11 
per cent of all shoes) are made by 
this construction. Well over 90 per 
cent of this production is in inex- 
pensive casual and playshoe types for 
women, along with some nurses’ ox- 
fords. Almost no men’s or 
shoes use this construction. 
The process is called “slip-lasted”’ 
“slipped” into a 
closed upper. That is, the last is in- 
serted after the upper is put together 


juvenile 


because the last is 


—rather than as in other construc- 
tions where the upper is shaped over 
the last at the very start. This proc- 
ess is also known as “California” 
perhaps because the casual and play- 
shoe first found widespread popular- 
ity in that state. 

This unique construction has sev- 
eral advantages. However, it also has 
limitations in styling. For 
example. it’s usually made in open- 


certain 


toe and wedge heel styles with open 
back. It is less frequently made in 
closed toes, because of technical diffi- 


culties. Also, a platform is required, 


The construction of a slip-lasted shoe: 


Below: 


and parts. 


by 


which characterizes the shoe but at 
the same time limits its styling. 

Like most shoemaking processes 
in use today, the slip-lasted construc- 
tion isn’t new. It dates back almost a 
century, to 1868. But it didn’t come 
into popular use until World War II, 
when there were rationing and re- 
strictions on leather and other mate- 
rials, as well as shoe machinery. Be- 
cause the slip-lasted shoe could be 
made of fabrics and other 
rationed materials, and with a mini- 
mum of equipment, it 
proved a satisfactory answer to an 
emergency situation. 


non- 


labor and 


Moreover, by war's end the process 
had gained a strong foothold, espec 
ially in certain types of shoes, and 
was retained. There have since been 
and improve 


numerous refinements 


ments, and today’s slip-lasted shoe 


renders yeoman service in its par 


ticular field 


How It's Made 
The usual type of slip-lasted shoe 
is composed of certain basic parts 
the socklining, platform, 


wrapper, 


upper, 


and wedge hee! 


outsole, 


Sometimes a regular or 


cross-section of a slip-lasted shoe, showing makeup 


Right: a typical slip-lasted shoe, usually open toe and back, 


with platform and wedge heel. 


{ll illustrations courtesy United Shoe 


UPPER 


SOCK LINING 
WRAPPER 


5 


CHAINSTITCH FILLER 


Machinery 


Corp.) 


PLATFORM 


OUTSOLE 


WILLIAM 


“outside” 


A. ROSSI 


And slip-lasted 


shoes are unlined. 


heel is used. most 
The process starts by assembling 


three parts: upper, socklining and 
wrapper. First the upper and sock 
Then the 


wrapper or 


lining are sewn together 
third the 


cover is 


upper unit 


sewn on. 

The wrapper is to cover the edge 
or sides of the platform and the hee! 
It usually comes in two sections. The 
aribbon-like 


matching 


forepart wrapper 


band of material usually 


the is to cover the platforn 
like an The 


wrapper is 


upper 
serves insole 


heel 


must 


which 


rearpart or wider 
because it cover the wedge 


heel. 
Putting the upper together by this 
process requires precision shoemak 


1 


ing. Upper patterns must be very 


accurate 


any opportun! 
slack in the up 


the upper 


There isn't 
later to remove any 
lasting. Once 


it and pre-fitted, there 


per by 
terns are ¢ 
no chance to change the size 
‘f the upper by lasting 
Now 


three-part 


the last is “slipped” into thi 


assembly. There will be n 
over this wood 


In the 


“lasting” of the shoe 


as with other constructions 
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Lett top to bottom: 


These are the parts of a woman's slip-lasted, wedge heel shoe: 
the assembled open-toed upper, with ankle strap and buckle 
attached; the socklining (center); the cover for the wedge 
heel (right); and the cover for the platform (bottom). 


The socklining, wedge heel cover and platform cover are 
attached to the upper (center). The last (left) is inserted into 
this “closed” upper. This process of slipping the last into the 
upper gives the construction its name “slip-lasted.” 


Right, top to bottom: 


The platform, which has been attached to the wood wedge 
heel to form a unit, is cemented and pressed to the bottom 
of the socklining, which also has been cemented (center). 
The platlorm cover and the wedge heel cover are then turned 
down; after cementing, they are lasted to the bottom of the 
platform-wedge heel unit (right). 


The leather outsole blank (left) is rounded to size (center). 
Next it is roughed and cement is applied to the roughed 
area in preparation for attaching it to the shoe bottom. 





The shoe, with the wedge heel cover and the platform cover 
lasted to the bottom (left), is ready to receive the outsole. 


slip-lasted shoe the last is simply a platform and heel are usually com- wrapper overlaps the platform heel 
working foundation rather than a_ bined as a single unit. The platform unit to come around and under the 


molder or shaper of the shoe. This may be of various 


thicknesses 


edge of the shoe bottom, and is at- 


is why the precise “lasted look” is from one-quarter to one-half inch or tached there by cementing. 


usually missing from the slip-lasted more. It’s ordinarily made of cork, 


The outsole is laid over the bottom 


shoe. But it makes for a comfortable, giving a resilient, comfortable walk- and bonded there by cement—or it 


casual fit and look, and hence is’ ing base for the foot. 


ideally adapted to the casual and 
playshoe types. 


can be stitched. The shoe is now 


The wrapper—both the forepart completed. 
and the heel portion—are now wrap- 


There are a few variations to the 


Now the platform and wedge heel ped around the sides of platform and basic process just described. One 


are laid against the socklining. The heel to cover them. The edge of the 
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far shoe heels 
Met sanisfy 2 


AMERICA’S 
LEADING 

ANUFACTURERS* 
USE 


Cre COLAC. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


Shoe industry leaders have too much 
at stake to risk using a material they 
can't trust. These leaders—and many 
others in the industry —are now using 
Cyco ac for the tall and thin women’s 
shoe heels that fashion has decréed. 

CycoLac—the ABS plastic from, 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 


*Names On Request 


MARBOM CHEMICAL : ovinow BORG-WARNER 


WASHINGTON WEST VIRGINIA 


~“ ° 
Shoes for Suzie 
by DEENA WEINSTEIN 
Deena Weinstein is the daughter of Ted Weinstein, 
owner of Weinstein Shoes, Philadelphia. She has been 
helping in the store since she was eleven, and she is 
now a student at Penn State University. She wrote this 


article as a composition for English class. 


Mr. and Mrs. Tucker are shopping with their one and a 
half year-old daughter. The next item on their list is 
shoes for Suzie. 

They enter a store that specializes in fitting chil- 
dren’s shoes. One of the salesmen, Joe Samuels, walks 
over to them and chants the usual, “Good afternoon, 
may I help you?” Mr. and Mrs. Tucker inform him 
that they are interested in buying a pair of shoes for 
Suzie. Joe reaches for the Brannock stick, takes off 
Suzie’s shoe, and starts to measure her foot. Then the 
fun begins. 

Screams of terror pour out of Suzie’s mouth, and 
tears roll down her cheeks. Having been in the shoe 
business for many years, Joe understands the reason 
for Suzie’s fear. He explains to her parents that when 
Suzie saw him with the Brannock stick she was afraid 
that he was a doctor and was going to examine her feet 

Applying the first thing that he learned when trai: 
ing to be a salesman of children’s shoes, he smiles at 
Suzie, trying to gain her confidence—but to no avail 
He then decides to use another method that once solved 
a similar problem. He asks Mrs. Tucker to remove her 
shoe, and he proceeds to measure her foot. Suzie stops 
crying and watches with fascination. Feeling that he 
has won his case, Joe confidently returns to measuring 
Suzie’s foot. All in vain; Suzie turns on the siren 
again 

Joe inflates balloons, blows whistles—practically 
stands on his head—and finally succeeds in quieting 
Suzie to some degree. 

After establishing Suzie’s correct size, the salesman 
tries a variety of styles on her feet. As soon as he 
places a white slipper with rhinestones on her right 
foot, Suzie smiles and points to her other foot—telling 
the salesman in her own little way that she has made 
her decision. 

tut the battle is not won yet; mommy and daddy 
don’t like this particular style. The salesman tries other 
styles on Suzie’s feet, but she continually protests 
she struggles when the salesman puts on other styles or 
cries that they hurt even before they are half way on 

The salesman’s years of experience have taught him 
that little children are “rugged individualists.” He 
realizes that no matter how many styles he shows Suzie, 
she will only be satisfied with the white rhinestone 
slippers. 

The next approach to settling the problem is to con- 
vince Mr. and Mrs. Tucker that the shoes Suzie likes 
are of fine quality and should be purchased. Joe ex- 
plains that all of the shoes in the store are made of 
genuine leather and have the proper support. Then he 
mentions that there is very little difference in the styles 

one has a bow, and the other one may have a button 
or stone—and that the most important factor is proper 
fit. The “authority” informs them that when a style 
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that the child doesn’t want is purchased, the shoes are 
rarely worn, or they wear out unusually fast. This, he 
explains, is the result of the child’s purposely dragging 
her feet and scraping the shoes along the sidewalk, hop- 
ing that she will be able to return to the store and get 
the shoes she originally wanted. 

Mr. and Mrs. Tucker recall the latter happening once 
before, and after the salesman assures them that the 
shoes are the proper size and of good quality, they 
agree to buy them. 

Suzie wins on one more issue before leaving the 
Mommy and daddy would like to take the new 
shoes home in a bag and save them for Sunday, but 
every attempt to remove the shoes from Suzie’s feet is 
in vain. Mr. and Mrs. Tucker are quite embarrassed 
by now. They let Suzie wear the new shoes instead of 
creating another scene. 

After the Tucker family leaves the store, Joe is 
presented with a balloon by the other salesmen in the 
store—for a job well done. 


store. 


The Country Bootery 


With Triple-E Features 


THE COUNTRY BOOTERY, a new retail shoe out- 
let in East Longmeadow, Mass., recently opened with 
triple-E features: ease of access, easy to dress for and 


an easy atmosphere in which to make a purchase. 


The Country Bootery is a place to buy shoes or ride a pony. There 

is easy parking and the unhurried atmosphere inside the store pays 

off for owner Larry Clark. The store is a mile from the nearest 
retail center. 


Standing alone on a country road, the store is lo- 
mile from the retail shopping area 
and an even greater distance from the nearest shoe 
tore. Yet, the area within a three mile radius of the 
store is home to about 33,000. 

Larry Clark, formerly of Knapp Bros. Shoe Mfg. 
Corp., conceived the idea and brought in George Wes- 
ton, a shoeman with 15 years of orthopedic fitting ex- 
to manage the shop. The operation is now 
run with three fulltime and two parttime employees. 

From the beginning, Larry Clark set out to create 
something different. The frame building, although 

(CONTINUED ON NEXT PAGE) 
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This Spring 
Be sure to stock 


Weejuns in 
GREEN 


For men and women 


~ pb 


Bass Weejuns 
are natural as Spring. 


Orcgenators of Weejuns® 


This advertisement appears in 
the March issue of GLAMOUR, 
and in SEVENTEEN for April, 1961. 


Capitalize on the furor 

for green. 
Stock taper-toe Bass Weejuns, 
your customers’ 

favorite footwear, 

in Fashion’s favored color 

as well as 
basic black and brown. 


ORIGINATORS OF WEEJUNS* 
*T. M. Reg. 


G. H. BASS & CO., Dept. BS2, WILTON, ME.,614 Marbridge Bidg., NYC 1,N.Y. 
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modern, features colonial decor. High fashion shoes 
Restock Now for women are featured on the first floor and the sec- 
| ond floor is devoted to men’s and children’s shoes 

| Parking facilities are literally “at the door.” 


Still plenty of 
Boot Weather ahead 


With many weeks of 
winter yet to come, 
these boots can still 
make a big contribution 
to your profit picture. 
They're built on the 
famous Wellington last, 
combine wanted 
Western style with 
solid comfort. Tops are 
full leather lined. 


The first floor of the Country Bootery, with fashions for women, sells 
itself as well as shoes. Uncluttered spoce, hidden stock and an 
unspoken invitation to sit anywhere create the right atmosphere 
for quolity soles 

Coming into the first floor selling space is like step 
ping into an oversized colonial living room. All of the 
stock, except display numbers, is hidden from sight 
while captain’s chairs and deacon’s benches take the 
place of the usual row of theater seats. 


J. W. Carter builds 
these boots with high 
and medium tops; with 
a choice of black or tan 
in both styles. 
And like all J. W. 
Carter boots and shoes, 
they are popular priced 
to move faster with a 
full markup to you. For 
full details see the 
Carter man in your 
ares or contact the The Country Bootery's second floor, devoted to men's and children's 
factory today! shoes, retains the rustic qualities of Early Americo. Four circles of 
captain's chairs around braided rugs separate four sales areas. 

The style and decor, however, doesn't mean that 
customers can’t “come as they are.” Because the store 
is somewhat isolated, mothers in a hurry, or matrons 
just driving around, may come in dressed as they are 
This feature is stressed and many a sale is made t 
ladies dressed in slacks. 

The second floor layout features a rough-hewn panel 
wall combined with Early American wallpaper. Fou: 
circles of chairs are placed around four braided rugs 
Still casual, with plenty of room for traffic to circu 

J. W. CARTER COMPANY late, the four circle pattern allows for customer isola- 
tion and privacy. 
P.O. BOX 30 © NASHVILLE, TENNESSEE (CONTINUED ON PAGE 62 
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Styled to please 


her Fancy... 
Priced to please 


her Purse... 


and “PENNY” ™ 
by SEBAGO-MOC® 


BEST SELLERS EVERY SEASON 


only $4.00 





“SLENDERETTE” (TM) | 


#4652 — BROWN 
#4672 — BLACK 
| AAA to C | 








| “PENNY” (TM) 
23652 — BROWN 
$3672 — BLACK 


#36772 — BLACK SUEDE | 
AAAA to © 








IN-STOCK FOR 
IMMEDIATE DELIVERY 


One look at these light, slender, slip-ons, and you'll agree they should sell for much more! Examine 
their superb construction and meticulous machine-stitching. Feel the mellow-rich leathers. Truly here's 
value unmatched in footwear today! 


Slim, trim — everything Fashion calls for — PLUS — dependable State o' Maine craftsmanship. 


Sturdy arch support. Neolite Sole. So — for fast, fast turnover, for profitable repeat business, 
ORDER. . . NOW! 


Write for Catalog: 


P% SEBAGO-MOC COM PANY Westbrook, Maine 


yd 
Made in MAINE by New York Office: 534 Marbridge Bidg. 


Skilled Craftamen 


In Canada — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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Speedy, Accurate Price-Marking with 


No 
type setting 
required ie 


With MONARCH Mode! 20 


Just ‘‘dial’’ your price marking! 


Prints from dial-set bands of rubber. 
No type to set... 





. No type or stamps 
to misplace. A quick twist of dials 
Ideal for 
price marking varied lines or limited 
amounts of stock. Model 20 price- 
plus other stock 


re-sets bands in seconds! 


marks retail price 
or selling information on Senso La- 
bels, Gummed Labels, String Tags, 
Pin Tickets, Slip Fold, Button Tags. 

Get the facts on protecting your 
creating customer confidence 
and making sure 
each sale is at correct price with 
Monarch Price Marking. Mail this 


‘ oupon., 


prohts 


increasing sales 


pressure sensitive 
requires no moistening 
odheres to flat or 
curved surfaces 


geesesseseeses:F || Out and mail coupon for information-cscswsser" 
The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. 


STORE NAME 
ADDRESS 











The Country Bootery 


(CONTINUED FROM PAGE 60) 


At the rear of the building is a permanent corral 
for two Shetland ponies, Snowball and Sweet William. 
Introduced at the grand opening, when free rides were 
given with any purchase, they are now a regular fea- 
utre. Any child may have a ride after school or on 
Saturday, whether they buy shoes or not. 


| Sales Up to Expectations 


Sales since the opening have been up to expectations. 
Consistent advertising in local papers and on a local 
radio station have helped sustain the level, with a 


| boost from word of mouth advertising. 


For the ladies, the Manniquin line has been espe- 
cially successful, offering high fashion at a popular 
price. A good depth in sizes has helped sell children’s 
shoes while dress shoes, as well as superior-type work 
shoes and boots, have proved to be a big seller for men 

Open from 10 a.m. until 9 p.m. five days a week and 
from 10 a.m. until 6 p.m. on Saturdays, the Country 
Rootery is easily available for family shopping. Add 
this to the fact that every fitting is guaranteed—-with 
no questions asked and there's every reason to believe 
in triple “E” success. 


Foot Comfort 
For Hard-to-fit Sizes 


SEVERAL years ago, one of the Washington, D. C 
newspapers ran a photograph of a well dressed young 
man who debarked at the local bus station barefooted 
Reporters asked him, “Are you advocating a return to 
His reply was no, that he had come to Wash 
ington to buy a pair of shoes at Berman’s 

All of Washington was amazed except Jacob Berman 


nature?” 


and his son, Reid, who together run Berman's Health 
Shoe Store. In a store where the specialty is giving foot 
comfort in hard to fit sizes, 
types of people with all types of foot problems in their 
forty years of operation, although they admit it isn’t 


the Bermans have seen all 


often their customers come in barefooted 


Away from Main Shopping Areas 

Berman’s is in a location several blocks away from 
the main downtown shopping area. Yet there is no lack 
of customers, for the store has built a solid reputation 
in comfortable fitting of unusual sizes. Many local doc- 
tors refer foot problem patients to the store, and other 
area retailers are not above sending their customers to 
Berman's when specialized fitting is needed. 

In what appears to be a small size store—where pet 
haps 15 customers could be seated at once—there is a 
tremendous amount of stock, in a complete size range 
Women’s shoes are carried up to 1ZEEE; most men’s 
hoes up to 18C. “And if we can’t fit a customer from 
stock,”” Reid Berman said, “we'll make whatever size is 
needed.” 

Mr. Berman recalled the time he ordered a 22)'4EEF 
shoe. “The man was so tall he had to duck under the 
doorway. His toes were bent and calloused from im- 


CONTINUED ON PAGE 65) 
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Outstanding Style and Quality at Attractive Prices 


WAUKON 
Hi-Cut 
Work Rubber 


TYER’S EXTRA VALUE 
MEANS EXTRA SALES 


CHALLENGER 
WORKING Work Boot 











ZERO 
Insulated 
Utility Pac 

Tyer's protective footwear line 

includes a value-packed variety 

of heavy-duty boots, pacs, gaiters 

and rubbers designed for rugged out- 

door use. Put these styles where your 

customers will see them. Outdoor workers 

appreciate their value at a glance. 

Tyer footwear is nationally advertised in Life, 

Post, Parents’ and Sports Illustrated. MOBIL 


Work Gaiter 


TYER RUBBER COMPANY, Andover, Mass., U.S.A. 

Please send me your illustrated price catalog on Tyer Protective Footwear. 
eae — STORE 
STREET seiieceliomes 
CITY a iid iiedicididiedeuies seein’ STATE 
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. . ave > fe e sctancy of a shoe 
Shoe Packaging for SYS, Che See expeeey, O° 2 Ene 


box, but it is valuable because, in 
the Modern Market addition to carrying a message into 
CONTINUED FROM PAGE 54 public view it is also a convenience 
Boxes will be designed for display for the shopper. 
along with the footwear and will The greatest advances in this field 
generate the impulse sales. They have been in shape changes and han- 
will have a sales message on them dle adaptations. The familiar long 
that will help sell the footwear to shoe bags have been joined by the 
the browsing customer and help the “horizontal” bags which are easier 
salesman sell it too. for shorter women to carry. The 
Another advertising tool in the squared bottoms have made the bags 
realm of shoe packaging is the shoe more convenient for the retailers 
bag. Its importance isn’t as great who want to send the shoes home in 
as that of the box because it doesn’t a box. 


SEE the “GROW-ROOM” 


without X-ray 
with new VISUMETER™ 


Simple .: . Quick 
Safe... Accurate! 





Children’s Size 
5 to 3 





NEW, IMPROVED MODEL 





Money : 
50 beck 
ONLY $12 i See “GROW-ROOM” 


SLUIGHTL GHER IN FOREIGN COUNTRIES 


New. accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 

_ (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUMETE R 
against foot to compare length accurately with inside measure of shoe. You 
and your customer actually see the “grow-room” in the shoe being fitted, 


Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. If not satisfied, return within 
30 days and your money will be refunded. 

DISTRIBUTED IN CANADA BY HEWETSON SHOE CO., BRAMPTON, ONTARIO 


5845 HAMILTON AVE. 
THE LUDWIG CO. CINCINNATI 24, OHIO 


Here too printing and design have 
helped retailers the most. Design is 
the most important feature of the 
bag, according to Joseph B. Fine, 
vice president and sales manager, 
Triangle Bag Co., Covington, Ky. 
Mr. Fine said that people soon asso- 
ciate a particular design with a par- 
ticular store and it is up to the re- 
tailer to decide on something dis- 
tinctive and unlike the design of the 
packages of nearby stores. 

Lawrence C. Ward, sales manager, 
Cohoes Carrybag Co., Inc., Cohoes, 
N. Y., pointed out that many shoe 
chains have gone backwards in their 
packaging in the past 25 years 
whereas the smaller retailers have 
spent more to get a strong store 
image with packaging. 

One of the newest designs in bag 
packaging was developed by Tri- 
angle Bag Co. for Saks Fifth Ave- 
nue. This shoe bag features a 
squared bottom for accommodating 
a shoe box. The molded plasticized 
loop handles of the bag fit through 

slotted cardboard top, which gives 
the bag the look of a box 


Plastic Packaging 
There is one new form of packag 
ing which has been widely accepted 
for many consumer products but 
which hasn't yet caught on in the 
shoe industry. Plastic and plastic 
film packaging hasn't made inroads 
but there are possibilities for 
future 
‘lastic film bags are now being 
used in place of tissue wraps in shoe 
boxes. They keep the shoes dust free, 
lint free, can be easily printed with 
an advertising message and have re 
use value as travel bag for the 
The bags don't tear or soil 
either 

Mitchell S. Meyers, sales depart- 
ment, Meh! Manufacturing Co., Cin 
cinnati, O., said, “At present, the use 
of plastic bags within cardboard 
boxes as a protection for shoes is 

definitely in the growth stage 
“So far as I can see, at this time, 
there is no definite move towards 
use of plastic as the sole package 
in retailer-to-consumer transaction 
for regular formal footwear For 
athletic footwear, rainwear, lounge 

wear, etc., this is not the case.” 
The flexible packaging people at 
Continental Can Co., Mt. Vernon, O., 
feel sales of many types of shoes 


(CONTINUED ON PAGE 67) 
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The Bermans 


(CONTINUED FROM PAGE 62) 


proper fit. the 
I made up 
a special box here in the store, and made a cast for the 
customer. When the shoe was made, the leather was 
perfectly molded to fit the misshapen toes and calluses.” 

A special shoe such as this can cost as much as $125. 
The customer 
within 
resource, 


His foot was so big it wouldn't fit in 
casting box we use for usual custom orders. 


any conventional 
service available only 
Foot-so-Port, according to Mr. Berman. Reg- 
in-stock reasonably priced. A size 18 
oxford, with fine detailing and soft comfortable leather, 
$29.95. 


may select pattern 


reason, a through one 


ular shoes are 


retails at 


Jacob and Reid Berman with an off-size shoe. 


2214 cast. He 


ises it 


has the 
ip his own form from the 
ially in 


Berman still original size 
cast and 
pointed out that this 


that customers keep them, 


occa- 
window displays. He 
had, 


store's depth of stock leaves no available space 


was the only cast he 


for the 
for “filing” casts 
A Shoe for 

The 
iD and E 


Diabetics 
men's assortment includes regular oxfords from 
ip to 18C 
For the 
up to TE 


There are a few size 19s in a true 
very wide foot, there is a 
that’s EEEEEEE! 


loafer is 


moccasin 
etvle 


handsewn 


man’s 
wide A handsome 


Italian style carried up to 14, no 


can't bigger in the 
Berman. 


overshoes and slippers up to 15. Mr 


them any 


ause “we 


style,” 


higher bec get 


handsewn according to Mr. There are 


hunting boots, 
and 


With the help of a 


produced a completely 


Berman pointed with pride to a special shoe he 
his father 


doctor, 


designed for diabetics. 
they 
creating shoe, fully lined in soft leather, specially con- 
structed never to rub any part of the foot. Stock in- 
the Six-Footer “lift” even high 


local non-friction 


cludes shoe and lace 
shoes. 


“We cater 


pre vd uced 


said. He 


which 


Berman 
neoprene 


to mailmen, too,”’ Mr. 
black oxford with a 
“will last forever,” 


sole 

he said. 
Another of the stere’s own designs is a medium heel, 
round toe woman’s pump, which is carried up to 12EF. 
(CONTINUED ON NEXT PAGE) 
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Sto Meoiter 


AGAIN LEADS the EASTER PARADE with 


GAY 


FAST-SELLING SHOES 


IN-STOCK 
DELIVERED IN TIME FOR 


Easter aes 


Typical of Step Master service 

selling seasonable favorites in-stock for ~ 
fill-in while they're still in big demand! 
Write for Step Master catalog showing many 
other patterns in-stock right now! 


Budget Priced Retacters 


$395 10 $595 
Pre-teens’ Nylon Straws 


ye; 6701—White 
& : 
. 


7701—Natura! 
Clack Patents 


A, Cc 1244-4 
Folded bow with 
tone trim 


2951 


rhines 


2500——Grosgrain trim with 
rhinestones 

B8.Cc,.D 5'%-8, 8'4-12 
A. B.C, 12'4-4 


- * 
Patch Saddles 
6430—White, red & biack 
patches 
White, grey & black 
patches 
as 


7430 


B8,C,D 


right and feft quarters 
for perfect fit! 
2691—Biack, scuff tip 
4691—Brown. scuff tip 


2695—Biack; 4695—-Brown 
B. 514-8: C, D, 4-8 


Boys “apered “oes 


2900— Black 

5900—Black on Brown 
9900—Burnished Olive 
B, D 12%-4 


Modified “Japered “oes 


2870—Black 
9870—Burnished Olive 
B.C, D 10-4 


2872—Black 
4872—Black on brown 
B.c, D 8! 


2872 
4872 


STEP MASTER SHOES INC., GREENUP, ILL. 
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Two FAST-SELLING 


SHAW styles to be advertised 
in LOOK magazine, March 14 issue. 
Tie in with us and build your sales! 


Write for details — 


M. T. SHAW, Inc. 
Coldwater, Michigan 


¢ TAUT-TOP 
GUANTONI 


‘\ 
W he 


BLACKIE 9 
everything points tos. 
Zz 





Today's top 
values at 


$7095 ‘to 


$1495 


At good stores everywhere. If your 
dealer doesn't have them, write us! 


shaw 


M. T. Shaw, Inc. 
Coidwater, Mich 


“Over 39 years of quality shoemaking” 


This is stocked in red, black, brown, navy, black patent 
and, as of last spring, for the fashion conscious, in 
bone. For the woman with a wide foot, there is a style 
up to eight Es wide. 


Average Feet Are Not Neglected 

Although the store is famous for fitting difficult sizes, 
ii in no way neglects the customer with “average” 
size feet. 

“Our chief aim,” Mr. Berman said, 
foot comfort. Our own woman's pump is one example. 
Another is the Ripple Sole. We probably started Ripple 


“is to provide 


Sole sales in this area.” 

Another “first” for Berman's is its “shoe breaking-in 
machine” which is provided by Foot-so-Port. Special! 
disks, which conform to the purchaser's foot, are 
placed in the shoes. Under pressure the shoe is soft 
ened in certain areas—where there may be calluses 
warts and so on-—so that the purchaser steps into a 
“custom worn” shoe, so to speak. Berman's is the only 
store in the area with such a machine 

In children’s shoes, Berman’s carried two brands of 


corrective shoes. 


Orders Shipped All Over the World 

At the door, Mr. Berman pointed to a notebook heavy 
with postal insurance receipts. “We ship orders al! ove 
the world,” he said. He attributes this to the many) 
foreign service and military people who buy their shoes 
in the store when in Washington, and then continue t 
order by mail when they are transferred. He even 
produced a prescription from a Havana doctor for a 
child’s shoe. 

This is not a store which concentrates on turnove! 
and volume. “We specialize in comfort A lot of out 
business is referral, and when we provide comfort, ou 
business becomes repeat. This is what we consider im 


portant.” 


Picture Window 


ST. LOUIS—A pair of giant black-framed pegboards 
was used effectively by Boyd's, downtown men’s and 
women’s apparel store, to display women’s fall and 
winter 1960 shoe offerings 

The frames measured approximately five by seven 
feet and were made of six inch molding painted dull 
satiny black. The neutral colored pegboards, with shoes 
and accessories affixed, gave a distinctive, fashion-right, 
artist-composition effect when viewed from the street. 
The “pictures” were mounted on easels at each side of 
the display window, with a mannequin in fall costume 
between. 

One composition was made of women’s dressy pat- 
terns, the other of casual and sport shoes. Along with 
six pairs of patterned pumps, the “picture” used a 
handbag, a pair of gloves, a yellow umbrella, a many- 
strand costume jewelry bead and earring set, and a 
large bottle of Chanel #5 perfume. 

The casual composition in the other frame used boot 
type brushed flats, buckle trimmed slipons, and skim- 
mers with elastic vamp ties. Accessories included an 
oversize shoulder handbag, a charm bracelet, a plaid 
scarf, and a bottle of Chanel eau de cologne. 
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Shoe Packaging for 
the Modern Market 
(CONTINUED FROM PAGE 64) 


enhanced by polyethylene 
packaging: ladies’ dress shoes, bal- 
let slippers, tap shoes, all types of 
house slippers, beach shoes, baby 
knit booties, moccasins and 
These bags can trade-up low- 
price items and special draw string 
bags are ideal for packaging high- 
price pumps because of their re-use 
value. 


can be 


shoes, 


others. 


Joe McCaffrey, vice-president and 
Vaisey-Bristol Shoe 
Co., Monett, Mo., 
“Wrapping Nylovel shoes in 
but polyethylene bags 
They glorify 
Nylovel shoes—give them an air of 
And when the retailer 
out of a bag for the 
the looks 


sales manager, 
Manufacturing 
said, 
tissue is nice, 


are nicer. seem to 
importance. 
takes a shoe 
customer to appraise, shoe 
absolutely perfect.” 

Victor Markin, 


Shoes, 


buyer, rome 5 sa- 

“The ad- 
vantages we have enjoyed since us- 
they 
no matter 
they 


lon Chicago, said, 
ing the polyethylene bags are: 
keep the 


how 


she e8 dust-free, 


long they are in storage; 


C h Gi ' rs e Built for Comfort 


Write today to 


| AEROS LEER OCOD: 


February 15, 1961 


e Engineered for Durability 
e Designed for Shoe Stores 
e Priced to Sell! 


promote good customer relations by 
providing our clients with a valua- 
ble storage bag; and they make cer- 
tain that no damage to the shoes will 
occur on the trip home.” 

But, what 
boxes? One 
claims they 


about plastic shoe 
box manufacturer 
haven't been developed 
for many reasons, but research is 
continuing. It is expected the role 
of plastics will be the 
future. 


greater in 


Tape Makes a Package 
Many shops, where either the 
budget is a problem or the brand 
names sold are more of a draw than 
the store name itself, ‘arry- 
Pack tapes. 


use ( 


The tapes make the packages easy 
to handle and at the same time 
corporate store logos and special de- 
signs for advertising on the pack- 
age. Tapes can be easily used with 
boxes, These 
also liked by clerks because 


in- 


bags or wraps. tapes 


are they 
speed the packaging time. 

the packaging of 
you taking advantage of 
that 


Review 
store. Are 
the advertising 
packaging offers’ 

These the 


your 


possibilities 


suggestions of the 


4 


* CHROME ST 


are 


. 
“escent” 


OHIO 


manufacturers of shoe boxes and 
shoe bags for the retailer consider- 
ing a new approach to his packag- 
ing: 

Consider using packaging fur- 
nished on a. cooperative plan by the 
shoe manufacturer with the manu- 
facturer’s brand on it and a space 
for the store name. 

Or, consider a special design for 
the store. In planning his own de- 
sign, a retailer should consider the 
store image or personality. The 
packaging should reflect the person- 
ality of the store and the merchan- 
dise which is carried. 


Consider the Decor 

The 
store decor. 
with the 
store. 


the 
Packaging should tie-in 
the 
If one color or combination of 


retailer should consider 


color scheme used in 


colors can be reflected in the store 
decor, in the packaging and in ad- 
vertising, just those colors alone will 
soon be strong identification for the 
store. 
Pick a 
that is easy to read. 


logotype 
Don’t let it be 
so artistic it’s illegible. 

(CONTINUED ON FOLLOWING PAGE 
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Consider the other stores in the 
area. Try to pick packaging that can 
be identified with your store only, 
not with several other shops in the 
same area. 

Consider buying stock bags from 
suppliers in your city and attempt 
to pick a stock pattern not already 
being sold to stores in your trading 
area. Also, investigate the possibil- 
ity of getting exclusive use of the 
stock design in your community. 


Offer gift wraps in your adver- 
tising and in the store. There are 
stick-on bows and elasticized plastic 
ribbon available from producers 
(Chicago Printed String Co., for 
example) which make gift wrapping 
a three-second operation. 

Consult the producers of boxes, 
bags and wraps for their advice. 
They will show you how to get the 
greatest benefit for the least ex- 
pense. 





What's in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 57) 
common change is when an outside 
or separate heel (such as flat, Cuban 
or Louis) is used. In this case the 
shoe is made as a regular slip-lasted 
shoe, but without the full-length 
platform. The platform comes back 
only to the shank, in front of the 
heel breast. The wrapper is folded 
under. Then the outsole goes on. Fin- 
ally the heel—separately covered and 
as a separate unit—is applied. This 
completes the shoe. 

There are stil] other versions, 
which indicates that the process has 


a reasonable degree of versatility. 
But perhaps its major virtue is its 
simplicity and economy. Except for 
the precision required in the cutting 
and assembling of the upper pat- 
terns, the process as a whole is un- 
complicated, making for fast, 
and economical shoemaking. 


easy 


Its Merchandising Features 


The salable features of the slip- 
lasted shoe that can be highlighted 
in selling are as follows: 

1) Its economy. This process re- 
quires fewer components and opera- 
tions, cutting shoemaking costs and 
time. It is a sound shoe at modest 
price. 





2) It is extremely comfortable. 
This is perhaps its most dramatic 
feature. The platform base gives an 
easy feel to the foot, and a resilience 
to the step. The wedge heel usually 
used with this process is a further 
comfort feature because it gives a 
firm base under the arch or shank 
of the shoe. And thirdly, the “‘casual”’ 
fit of the upper provides a slipper- 
like feel on the foot, with a minimum 
of pressure and friction. 

3) It for the above reasons, 
the ideal “casual” in that it fits the 
meaning of the word perfectly. Col- 
orful, comfortable, modestly priced, 
an “easy” look and feel on the foot 
—all desirable traits in a shoe for 
casual or playtime use. These same 
features make the slip-lasted shoe 
favored for an easy walking shoe for 
young and old alike—and for special- 
ized duty such as with nurses’ shoes. 


is, 


The Margolis Shoe Co. of Houston 
will open its first Louisiana store in 
the Shreve City Regional Shopping 
Center, under construction between 
Shreveport and Barksdale. The 25- 
year-old company operates 18 stores 


in Texas. 


OOST in the BOOMING DANCE | 
sell the biggest name brand 


_=DANSHI NS" 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 

for Children 

for Women 


full fashioned and seamless 


knit of pAwsofr stretch nylon 


aes vee 


TIGHTS, LEOTARDS & TRUNKS 


Danskin’s tremendous popularity in the dance 


field, 


Danskin’s recognition for finest quality 


and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 


ceptance that speeds up sales! 


Many new colors 


available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 


compact display. 


NO INVENTORY PROBLEM — your orders deliv- 
ered immediately from our factory. Write for 


Illustrated Catalog B-2. 


favorites 
for all day - 
every day, 
too! 


Nationally Advertised in Parents’, Seventeen, Dance, Mademoiselle, 


Ski, Skiing, Skating and the N. Y. Times Magazine 


DANSKIN INC 437 Fifth Avenue, New York 16, N. Y 
; « DIVISION OF TRIUMPH HOSIERY MILLS 


U.S. PATENTS WO. 2,49 
0. 2,706,309 ~+ w 
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Profile: 
Albert Wachenheim, Jr. 


(CONTINUED FROM PAGE 44) 


industry level. He has been a mem- 
ber of the National Shoe Retailers 
Association since he entered the shoe 
business. Was president of that asso- 
ciation in 1950 and 1951. He has 
remained active since and is now 
head of the N.S.R.A. Finance Com- 
mittee. 

He is a member of Shoes Asso- 
ciated (an incorporated group of 
thirteen retail shoe organizations 
across the country) and was presi- 
dent during °56-'57. 

He was chairman of the National 
Shoe Fair in 1954. At present, he is 
a member of the publicity committee 
for the National Shoe Institute. 

Civic Activities 

So much for his activities in the 
shoe industry. His civic affiliations 
are equally as impressive. He was 
one of the charter members of the 
Sugar Bowl football classic, which 
today ranks as one of the most 
athletic achieve- 
of American 
that 
He was 
Orleans 


unique amateur 


ments in the history 
sports. He was 
organization for four years. 
also treasurer of the New 
Chamber of Commerce; chairman of 
the Retail Merchants Bureau several 
times; and president of the Tuoro 
Infirmary of New Orleans for four 
vears. He is still a member of the 
board 

He and Mrs. Wachenheim (nee 
Maxine Tuholske of St. 
been married since 1934. 


treasurer of 


Louis) have 
They have 
grandchild. 

The married daughter and her fami- 

ly live in Mexico. The other daughter 

works at Neiman’s in Dallas. 


two daughters and one 


Athletics Keep Him Young 
Athletics have been a tonic for Al 
. the elixir that keeps him young, 
active. He manages to 
play golf about week and 
shoots around 80, give or take a lit- 
tle. Few people would. believe he is 
fifty-eight years old; but in accom- 
plishments, he has made his mark. 

In the past sixty many 
changes, additions and expansions 
have taken place but Imperial Shoe 
Store remains ...a Shoe Store... 
on the original site at Bourbon and 
Canal Streets in the heart of New 
Orleans. 


robust and 
once a 


years, 
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Letters... 


5,000 Pairs in One Day? 


Editor: 

We have 
magazine for many 
ways had faith in any 
read in vour columns. 


been subscribers to your 
years and have al- 


statements we 


The statement in your Jan. 15 issue 
that the Globe Discount City | “Discount 
Store Boom Rocks Houston Retailing” | 
sold 5,000 pairs of shoes in one day is 
most fantastic. and should have been au- 
thenticated before going into your maga- 
imagine 500 pairs of 
every hour of a 10- 


zine. Can you 
shoes in one store 
or one pair every eight se 
would imagine we have no 
some 


hour day, 
onds? One 
stores here; believe me, we have 
real live operators. 
MANUEL MENDLOVITZ 
SAKS SHOE STORES, IN‘ 


HOUSTON 


@ The Recorper rechecked its source, 
who stuck to the 


or not 


original statement 
that the huge, 
mart sold 5,000 pairs the 


20.000 in the first 


“fantastic” open 
Globe 
a total of 


10 days after its opening 


door 
first day, 


Education for Fitting 
Editor: 


I found an article in your Dec. 15 is- 
a Dr. Morton H. Walker |“Bun- 
ons, the Civilized Woman's 
Fame™| which interested me very much. 
Il of the shoe trade feel 
articles on feet would 
Next 


magazine. 


-tit bv 
Claim to 


more educa- 


tional improve 


shoes season each 


the hitting of 
salesman will have a 


JIM PORT 
WELL-BUILT SHOE CO. 


MILFORD, MASs. 


The RECORDER welcomes letters from the in- 
dustry for publication here. Letters must be 
signed as evidence of the writer's good faith 
They should be addressed to the Editor, BOOT 
AND SHOR RECORDER, Chestnut and S6th Sts., 
Philadeiphia 39, Pa. 


FREE pac: BOOKLET! 


ie to Dye Fabric Shoes” 
EVERETT & BARRON CO. 
166 Valley St., Providence, R. |. 


REDUCE 
ADJUSTMENTS 


WITH 


CAVALIER 


CAVALIER CO. 
BALTIMORE 30, MD. 


West Coast: 
Oaklond 20, Calif. 





suspended from ceiling 


This eye-catching display spvatens I 


quietly, smoothly — adjusts to any 
ceiling height — requires no floor 
space Tiers of wood -grained 
Fiberesin ore impervious to heat, 
sun, moisture, mors and stains. 
Motor guoronteed 

for one yeor. Put 

your window in or- 

bit with “Revolvo- 

Liers”’. 


only $] 5.00 


ee eer Gate 
9” and 11° diameters. 


three-tier display 
$29.00 

6%", 9 and 11° 

diameters in stock 


PICTURE RECORDING COMPANY 

asncgeteoe Wisconsin 

tier and three- 

.. check enclosed. 
.. Total. 


Please 
tier wevelve. lieRs 
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Hopes Are High, Inventories Low 


BOSTON—Boston’s shoe retailers 
are preparing to enter the spring 
season with fewer shoes on their 
shelves than last year. The decrease 
will range from 20 to 30 per cent 
except in a few cases. 

This, they explain, is not because 
they expect a sales decrease of the 
same percentages but because they 
have changed their buying policies 
to include greater than normal de- 
pendence on factory instock depart- 
ments. In fact, most of the inde- 
pendent stores feel that pre-Easter 
business may equal that of 1960, 
weather permitting. But they’re not 
sure enough to take a chance. An- 
other, and obvious, reason, is that 
by maintaining this open-to-buy po- 
sition, they can more easily afford 
new styles if and when they enter 
the picture. 


Building a Potential— “It may 
well be,” commented one leading re- 
tailer, “that during this winter to 
date a buying potential has beer 
building up. If that turns out to be 
the case then those of us who have 
cut down on our initial buys may 
find ourselves without enough sizes 
to do an adequate job of fitting.” 

In the meantime, the first week in 
February found some of the high- 
style stores promoting a few of 
their newer styles. Mostly these 
promotions did not go farther than 
new window trims although there 
was a slight increase in the volume 
of newspaper advertising. Styles se- 
lected for these promotions played 
a dual role in that they were suit- 
able for winter resort wear as well 
as for wear in the north later on in 
the season. 


Square but Tapered — One large 
specialty clothing store pushed what 
might be called the 1961 version of 
the classic spectator pump made 
over a last with slightly squared, 
tapered toe and carrying a stacked 
mid-heel. This was offered in black 
patent. Decoration included a per- 
forated, scroll-like pattern on the 
vamp and a single row of perfora- 
tions from the throat to the back on 
both sides. 

Other high-style stores, as previ- 


70 


ously reported, predict that about 
20 per cent of their spring business 
will be done in promotional colors 
such as the greens and lavenders. 


Match and Contrast Another 
high-style store opened the early 
part of the season with high-heel, 
pointed-toe pumps carrying con- 
trasting or matching embroidery 
effects on the vamp. Contrasts were 
white calf with yellow embroidery 
and bone with beige. Matching em- 
broidery was used on strawberry- 
colored calf and also on 
lilac. 


lime and 


A middle-of-the-road store in the 
downtown shopping district also re- 
ported a heavy stock of bone-colored 
leather The of this 
store’s initial buy of this color was 
based on the belief that it almost 
certainly will supplant white. Only 
about 35 per cent of what might be 
called a norma! buy was assigned to 
white, the traditional summer color. 


shoes. size 


San Francisco Retailers 
Up Sales with Price Cuts 

SAN FRANCISCO—Clear, sunny 
weather has helped to keep Janu- 
ary sales totals at about the same 
level as last year in San Francisco. 
The spring-like days were instru- 
mental in bringing out customers 
to take advantage of the semi- 
annual clearance sales in all the 
major shoe stores and departments. 

teductions were from 20 to 30 
per cent to start with in many 
stores, but as the month advanced 
some merchants made discounts of 
50 per cent to help clear shelves of 
winter merchandise and make room 
for the new spring stocks. 

The triple needle toe is still go- 
ing strong. One merchant said that 
he has been amazed at the demand 
for them and has had to reorder 
several times on the black numbers. 

Most of the new spring numbers 
follow a narrow-line trend, along 
with low-cut vamps, folded toplines 
and two-tone effects. Black patent 
and calf are popular. And, so are 
fawn and bone calfskin. 


Weather Stimulates 
Denver Spring Sales 


DENVER — Weeks of compara- 
tively mild and dry weather stimu- 
lated early spring business in men’s 
and women’s shoe shops in the Den- 
ver area. Many customers came to 
buy clearance items and remained 
to purchase spring shoes. Travel 
and resort wear purchases reached 
one of the highest peaks in several 
stores’ history. Men’s shoe 
said that sales are running about 
even with a year ago, but there is 
an unusually early demand for the 
spring Clearances moved 
well. 


stores 


styles. 


Slipons Are in Demand—<Actual 
spring promotions for men’s shoes 
will start March 1. Boxer slipons 
are in demand in brown and black 
in prices ranging from about $10 
to about $30. Some interest is seen 
in new green brown shades. High- 
risers and narrow toes are being 
accepted. Soft glove leathers are in 
the volume with 
heavy in new low-seam handsewn 
shoes. Sueded pigskin casuals are 
still being sold in both 
moccasin styles. 


category, sales 


lace and 


Designer Showings 
signer showings in 
town 


Special de- 
several down- 
women’s 
Medium heels in 
quality lines ranging from $29.95 to 
$49.95 were most popular, with most 
orders placed in the $35 to $38 clas- 
sification. Imported silk linens, cot- 
ton linens, French embroidery, all 
closed and in triple and quadruple 
needles, are making a showing. All- 
over reptiles and reptiles in com- 
with calf important. 
Black is the basic color and patent 
remains at top, though neutral col- 
ors, violet and pale green are get- 
ting the nod. In bright colors, pur- 
ple and green are most popular. 

Regular children’s shoe business 
continues only fair, with biggest 
interest in patch saddles, nylon vel- 
vet saddles and dressy cements in 
patent. 

Teenagers are buying pointed-toe 
flats, with simple treatments of 
bows or lacings. 


salons accelerated 


dress shoe sales. 


bination are 
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Later Cruise Season 
Reported in Milwaukee 


MILWAUKEE—Cold weather bit 
into retail store traffic during the 
last half of January. Despite the 
stretch of bitter, sub-zero tempera- 
tures and snowfall, most retailers 
managed to wind up the month 
slightly ahead of last year’s figures. 

January clearances were reported 
As a result, dealers claim 
their inventories are leaner and bet- 
ter balanced than they were at this 
time in 1960. 


successful. 


A New Cruise Season?—Fashion 
outlets note that their cruise busi- 
ness hasn't happened as yet. Indi- 
cations are that stores that pro- 
mote cruise wear are moving the 
bulk of their merchandise in Feb- 
ruary and March. A few years ago 
this came in December 
and January. 


business 


Women’s shoe buyers are confi- 
dent that the triple needle toe pop- 
ularity is still Heels are 
expected to remain pencil thin, 
with heels receiving 
some emphasis on dressy shoes for 
this spring. 


secure. 


hour-glass 


Colors Are “Happy” —A lot of 
are being sold for 
spring wear, according to Packard- 
Rellin’s buyer. 

The 
charts in 


“happy colors” 


one color on sales 
here is a coffee 
cream shade. Strawberry, lilac and 
pale rank among the 
most popular hues in early spring 
Black, brown 
continue to 


for basic 


number 
salons 
green also 
fashion preferences. 
navy, however, 
the list of 
spring footwear. 


and 


head colors 


Joining the Trend Increasing 
emphasis is being placed on the 
tapered styles for girls’ footwear. 
A number of fit-conscious dealers 
are bemoaning the move to more 
pointed for youngsters, but 
they find it necessary to join the 
trend. 

Lighter weight black slipons are 
still leading sales charts in the 
boys’ shoe departments. Dealers 
are having trouble moving their in- 
ventory of brown numbers. 

Men’s handsewn moccasins are in 
strong demand. 


toes 
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St. Louis: Snow Moves Boots 


ST. LOUIS—A late January snow 
and bitterly cold weather sold a lot 
of boots and stormwear in all St. 
Louis retail shoe stores and depart- 
ments. Dealers say that at present 
their overshoe inventories are in ex- 
cellent shape. Some patterns and 
types have been sold out altogether 
and will not be reordered, since size 
runs on other types are still ade- 
quate to see stores through the rest 
of February and March. 

Dealers wish that their inven- 
tories of women’s dressy patterns 
were in half as good shape as their 
stormwear. Pump clearances with 
drastic price cuttings have eased 
the overall picture. Dealers still 
face disposal, however, of a large 
number of pairs to make room for 
the bright colorful spring styles 
moving in. 


Sneakers Gain Sales—Children’s 
stocks are reported as in good bal- 
ance now. Rubber-soled canvas foot- 
wear has been on display for almost 
a month in juvenile departments 
and in suburban stores and is be- 
ginning to sell limitedly in solids, 
stripes and prints. Plain white ten- 
nis shoes continue in volume for 


teen girls. Mothers are trying and 
buying canvas playshoes for at- 
home wear with capri pants, Clay- 
ton retailers indicate. Best selling 
pattern is the low-cut canvas shell 
with gold-collared elasticized top- 
line. Bright red, black and beige are 
selling in that order, with almost no 
all-whites moving. 

Men’s dealers rather liked their 
January totals, particularly the up- 
per-price bracket stores. Saturday 
figures were excellent. Good days 
chalked up for both dressy 
casual slipons in textured grains 
and for mid-weight with 
heartwing tips. 


were 


brogues 


Eeny, Meeny, Miney, Mo—Wom- 
en’s spring business is still quite 
light here. “St. Louis women don’t 

draw much of a line be- 
double and triple needle 
toes,” one major buyer observed. “I 
see it every day. They look at both, 
choose either. The triple does not 
seem to cut much extra ice. We are 
getting few calls positively specify- 
ing the triples.” 

For women, black patents with 
faille trims and inserts are gaining 
momentum. 


seem to 
tween 


Minneapolis’ Women Stick to Basic Types 


MINNEAPOLIS — Black patents 
and bone calfs were the two big 
sellers in women’s high-style foot- 
weur in Minneapolis and St. Paul 
during January. Most specialty and 
department stores reported excellent 
business the first three weeks of the 
month. Then bitter cold weather hit 
the two cities and sales dropped. 

Resort and cruise shoes also ac- 
counted for a good share of the busi- 
ness at the better shops. One spec- 
cialty store said that multi-colored 
fabrics and slave sandals had been 
especially good with women travel- 
ing to the sun countries. A St. Paul 
specialty store said that its best 
numbers were high wedgies, specta- 
tors, prints and leathers in such col- 
ors as lilac and spindrift green. 

soth 23/8 and 18/8 heels got the 
nod of shoppers—both those buying 
footwear for spring and those buy- 
ing resort wear. 


A major Minneapolis department 
said that the new “shy violet” shade 
was expected to be very good this 
spring. Raw silks with matching 
handbags also had shown some ac- 
tion, the store’s buyer pointed out. 
But, he also emphasized that the 
bulk of the store’s business during 
January had been in such basic num- 
bers as the black patents, black calf 
and bone calf. As it gets closer to 
spring, this same buyer expects to 
more interest in the neutral 
tones. 


see 


With practically no snow in the 
Twin Cities this winter, rubber foot- 
wear business definitely was off. One 
buyer said that a good blizzard 
might help, but that he was “selling 
more shoes when women do not wear 
Another 
ment manager said that he had sold 


any overshoes.” depart- 
some lined boots this winter, actu- 


ally more than last year. 
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“Trim, Tapered’ Theme: Chance for Extra Pair 


The National Shoe Institute's fall- 
winter promotion theme in men’s 
shoes offers a variety of selling 
points. The promotion will have 
support from Esquire. 


NEW YORK—“Trim and Ta- 
pered,” easy to say and easy to 
display, will be the theme of the 
National Shoe Institute fashion 
promotion in men’s for 
fal] and winter. 

In announcing the theme, Charles 
H. Jones of Commonwealth Shoe 
and Leather Co., NSI men’s -pro- 
motion committee chairman, named 
several which influenced 
final decision on the theme. 

Among these were recommenda- 
tions of the National Shoe Retailers 
Assn. Men’s Style Committee, to- 
gether with fashion forecasts by 
Jerome I. Udell, chairman of Max 
Udell Sons & Co., maker of Gramer- 
cy Park Clothes; Oscar E. Schoeff- 
ler, Esquire fashion director, and a 
trend survey conducted by the men’s 
Style Committee of PPSSA. 


footwear 


sources 


Many Selling Points Esquire 
will support the promotion under 
the title of “The Tapered Tip” in a 
fall issue. 

At the retail level the theme has 
a fistful of selling points. For one 
thing it gives salesmen something 
fresh to talk about to a customer. 


Even ahead of that, advertising and 
window trim can make a pitch for 
the added pair. Someday an alert 
research group is going to check 
on how many made at 
retail because simply 
asked for the business and statis- 
tics will all go boom! 


sales are 


somebody 


A Lesson to Heed—The market 
for the footfitted shoe rather than 
the boondocker with extension sole 
is nowhere near saturation. We're 
not talking here about the Italian, 
beatnik or dirty buck 
favored by the young in foot. 


oddities 


It took Detroit five years to retool 
because management did not believe 
the evidence of its own eyes—that 
America wanted the compacts. Let 
the financial pages be a lesson! The 
street-level viewpoint indicates that 
American men will light- 
weight construction and design 
calculated to give foot room inside 
the slim-look-outside shoe 


accept 


Link to Wardrobe—To emphasize 
the obvious, shoes have a direct re- 
lation to the rest of the male ward- 
robe. In the foreseeable future the 
trim and tapered look makes sales 
sense. There is some 
change ahead for men, 
bulk is not part of it. 


evidence of 
but sheer 

Maybe the best word for it would 
be “relaxed.” To put it bluntly, it’s 


Public Relations Advocated for Independent 


USE a well-planned public rela- 
tions program to protect your store 
image throughout the community. 
That’s the latest advice of Indepen- 
dent Shoemen for retailers. 

In the current booklet of its “Op- 
erational Know-How” series, LS. 
claims that a sustained public re- 
lations program is becoming more 
vital each year to the small retailer 
competing against the growing mar- 
ket coverage of the big chains and 
department stores. The organiza- 
tion says the small store can do 
much to retain and increase its lo- 
cal following by creating a favor- 
able public image—“something the 
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larger stores find extremely diffi- 
cult.” 

Frank T. Underhill, executive di- 
rector of LS., discounted the idea 
that public relations is the domain 
of the big company. Said he, “The 
truth is that effective public rela- 
tions is within the reach of the in- 
dependent if he is willing to spend 
a little time and effort.” 

According to Mr. Underhill, the 
independent should first define the 
type of store image he wants, then 
tailor his P.R. program to fit this 
image. A good program will use all 
available media of communications 


to project the image. 


a case of the Old Grad trying to get 
and the 
to keep him de- 


into campus togs seams 
have to be eased 


cently covered! 


Suits to Be Dark—-Shoe in hand, 
whether it’s a city slipon, high-riser, 
eyelet bal or glove casual, consider 
what goes with what for fall 1961. 

Men's 


stay dark. 


suit colors 


The 
record with 


are going to 
houses are 
black- 
with 
Top 


fabric 
black-blues, 
black-browns, 


on 
olives, 
third and fourth-color accents 
hard finish 
worsted-look materials. 

This fits right into the shoe look 
high polish, 


even 


choice is worsted or 


of slimness, sleekness, 
as a complement to the suit worn 
for business 


For the 


ayain 


Springboard for Brown? 
part the 
But the swing to blue in ap- 


most focus is on 
black 
parel coloring may be a spring- 
board for brown shoes in the fore- 
cast non-red tones. One sophisti 
cated guess here is possible return 
of fine napped suede evelet stylings 
for big city. 
The NSI 
lighter brogues 


strong possibility as a change from 


forecast mentions new 


and wing tips, a 
too-plain high-risers and slipons. A 
little pattern as well as texture in 
is needed to give a finish to 
iffed or 


terest 
the narrowed trouser ley, « 
not. 


Leisure Trends — In and 
leisure apparel spring continues the 
look for 
for 


blazers, 


sports 


beige or bone big areas 


(the 
adds British 


chino pants, instance 


blues, makes 


playtime a distinct change from 
workaday. 

Keyed to the magic word “wash- 
this moves right into plan- 
ning for fall 
pale pastels, urethane foam, fabric 
and all go into the washing 
chine. Casual shoes reflecting the 
same lightweight styling 


sort coloring are in order. 


able,” 
also. Laminates in 


ma- 


and re- 


In one way we might call all this 
the Metrecal revolution. As never 
before, America is the 
slim, youthful look. 


alerted to 
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15 Shoe Finalists Named 


In ‘Brand Name’ Contest 


NEW YORK—Fifteen firms re- 
main in the running for the 1960 
“Brand Name Retailer-of-the-Year” 
award in the shoe stores category. 

Each finalist will submit to the 
Brand Names Foundation, Inc., a 
full presentation of its 1960 brand 
advertising, merchandising, sales 
training and other brand promo- 
tional activities. The first-place 
winner and four certificate-of-dis- 
tinction winners will receive their 
awards at a Brand Names Day din- 
ner May 4 in the Waldorf-Astoria 
Hotel. 

The finalists: 

Circus Bootery, Costa Mesa, Calif.; 
Circus Shop, Elizabeth, N. J.; Flip- 
pen’s Junior Boot Shop, Sandusky, O.; 
Hornung & Hahn, Inc., Terre Haute, 
Ind.; Jack N Jill Bootery, Gardena, 
Calif.; Leventhal Shoe Co., Staten 
Island, N. Y.; Marco Shoe Stores, 
South Miami, Fla. 

W. J. Nyce’s Shoe Store, Doyles- 
town, Pa.; Owens Shoe Co., Elizabeth 
City, N. C.; Rodder’s Shoes, Fresno, 
Calif.; Schwenker & Mougin, Inc., 
Moline, Ill.; Steve’s Shoes, Inc., Kan- 
City, Mo.; Stogner’s Shoes, Inc., 
Roanoke, Va.; Swanson’s Shoes, Inc., 
Ogden, Utah, and Williams Shoe, 
Ithaca, N. ¥ 


Sas 


Shelbro Lists Changes in 
Staff, Plans Acquisitions 

MOUNT VERNON, N. Y.—She! 
bro, Inc., which operates 20 shoe de- 
the 
board, has announced five appoint- 
and 
quire at least two new 
first half of 1961. 

The 20-year-old firm said its 1960 
volume “substantially ahead, 
store for store,” with the company’s 
total sales in excess of $2 million. 

Joseph Shell, president of Shel- 
bro, listed these appointments: 

Irving Shell, vice-president, will 
be director of all store operations, 
personnel and advertising. George 
Hammond, formerly merchandiser 
of all shoe departments in How- 
land’s, Bridgeport, Conn., will as- 
sume the duties of buyer of men’s 
and children’s shoes, slippers and 
rubber footwear. 


partments along eastern sea- 


plans to ac- 
units in the 


ments disclosed 


was 


Leo Feigenbaum takes full charge 
of the Howland’s shoe operation 
and also becomes a member of the 
Shelbro executive board. John De- 
Young, formerly store supervisor, 
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will be buyer of all women’s shoes, 
and Charles Risk will assume Mr. 
DeYoung’s previous post. 


Best Customers: Families 
Where Parents Are 35-54 


CHICAGO — Families headed by 
adults between the ages of 35 and 54 
are better shoe and apparel custom- 
ers than those in other age groups, 
according to a survey made in this 
city by the Chicago Tribune. This 
segment of the population (49.5 per 


cent of the total) accounted for 52.3 
per cent of women’s shoe purchases 
and 53.7 per cent of men’s shoe pur- 
chases. 

Other findings: 

© Families headed by adults over 
age 55 (28 per cent of total house- 
holds) represented 23.1 per cent of 
men’s shoe buying and 24.6 per cent 
of women’s shoe buying. 

® Families headed by adults in 
the 18-35 bracket (22.5 per cent of 
the market) accounted for 23.2 per 
cent of men’s shoe buying and 23.1 
per cent of women’s shoe buying. 


the sole 


idea of a smart independent 


This neighborhood retailer is always on 
the alert for extra selling features that 
help him compete successfully with chain 
outlets on the same block. The manufac- 
turer of his top men’s line recommended 
grading-up on the real strength of a shoe 
... the sole. They decided to use the finest 
genuine leather bottoms obtainable. 
VOTAN branded soles were chosen. Now, 
each of the five salesmen in this shoe store 
regularly points to the shoe sole as he fits 
the customer; tells of its longer-lasting 
quality; its superior water-resistance, and 
firm traction on wet surfaces. 
Grading-up with this super sole leather 


is the help which independent 


need. 


OTAN 


Shc ARANIRERROR SARE 
VIRGINIA OAK TANNERY, 
27 SPRUCE STREET, NEW YORK 38, N. Y. 


Tannery: Luray, Va. 


| 
| 


retailers 


THE SUPER 
LEATHER SOLE 


INC. 





Style Is First, Price Second in Factory Outlet Store 


COSTA MESA, CALIF. — “The 
world is divided into two groups: 
those who buy my merchandise and 
think it’s great, and those who 
wouldn’t be caught dead in here 
on a bet.” 

So says Blaine Bowers, manager 
of the Shoe King, a factory outlet 
of Los Angeles. It is one unit in 
a four-store independent chain in 
the southern California area. 


Branded Lines Only—According 
to Mr. Bowers, his Costa Mesa unit 
handles branded merchandise only, 
and all current productiona—no dis- 
tress merchandise, no last year’s 
styles, no leftovers from standard 
lines that wouldn’t sell. Interior 
decor is strictly mass display; half- 
pairs on V-topped gondolas with 
which the crammed and 
size stock on the shelves beneath. 


store is 


Price range is $6.95 to $12.95 in 
women’s dress shoes, $2.95 to $6.95 
for casuals. Men’s shoes run from 
$7.95 to $19.95, with the supply of 
work shoes tending toward the up- 
per end of the price range. Chil- 
range from $3.95 to 


dren’s shoes 


$5.95. 

Attention to Fashion — Stylings 
which are greeted most enthusi- 
astically by customers tend toward 
the flashier items for men, more 
conservative for women. All 
fashions are high and are replicas 
and modifications of the things 
seen in the highest-priced salons. 


lines 


Men’s work shoes are a big por- 
tion of the business. “Maybe not 
the backbone, but mighty impor- 


vol 


WELLCO SHOE CORP. Waynesville, North Carolina 
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b 


FOR tas ry 


There's no question what this Costa Meso, Calif. store sells. The Shoe King is o mass- 
merchandising factory outlet store, with emphasis on price. But fashion isn't sacrificed— 


one sign in the window at left announces 


tant,” Mr. “And 
this is where they want the best. 
One of my men customers is much 
more likely to buy a pair of $8.95 
dress and $20 work shoes 
than the other way around.” 


stresses. 


Bowers 


shoes 


Style over Price—The entire Shoe 
King operation is of course geared 
to price, but the first consideration 
is style. 

“If we didn't the latest 
fashions, I feel sure our customers 
would sacrifice something else in 
their budget and pay more some- 
where else to get it,” Mr. Bowers 
declares. “That’s why we buy noth- 
ing but the mer- 
chandise available in estab- 
lished price category.” 

The Shoe King store is 


have 


best branded 


our 


self- 


SNOW-PROOF was ori 
pers’ 


leather goods 


letterhead. 





W ater-proofs, Softens 
and Preserves Leather 


inally developed fifty 
years ago for snow-proofing hunters’ ond trap- 
boots—now used everywhere for woter- 
proofing, softening and preserving shoes and 
Stops dry rot. Prevents mildew 
Odoriess, colorless, not sticky; tokes ao shine 
Moke extra — waterproofing shoes and 
also selling ow-Proof to customers 

| Ib., and 3% on. cons. 
folder and free sample can on your business 


Write for descriptive 


Dept. 22, THE SNOW-PROOF CO. 


LIVONIA, WN. Y. 


Ladies’ Imports Paris, England, Italy.” 


customer 
many 


operation A 
the 

dolas without pressure, 
a book store. A 
immediately to offer help, but fades 
quickly into the background if the 
customer obviously prefers to go it 


selection 


may browse past gon- 
just as in 


salesman arrives 


, 
aione. 


Fitting Emphasized Fitting, 
however, is as carefully handled as 
$49.95 salon. To be 
salesman must have a minimum of 
10 years’ floor experience. 

“We the self-fitting 


for a while to 


in a hired, a 


route 
salaries,” Mz 
didn’t work 


tried 
save 
Bowers says, “and it 
out. It business and, in fact, 
we made some enemies. Now 
feel that the best job of fitting in 
the With 


hurt 
we 


world is none too good. 





5 Ib 
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OUR PRICES 
PRODUCE 


FAST SALES 


) = 4 


} Se — 





a profit margin as low as ours, only 
the repeat 
in business, and you don’t get re- 
peaters if the shoe hurts.” 


customer can keep us 


No Giveways 

Mr. 
straight newspaper advertising, and 
this is in moderation. No gimmicks, 
giveaways or contests are ever 


The only promo- 


tion method Bowers uses is 


in- 


dulged in. “Clearance sales,” of 


course, are practically continuous, 
but all sales are for cash, except 
store honors Bank of Amer- 
International credit 
A small 


shown: 


that the 


ica and cards. 


line of accessories is 
socks, polishes and related 
items, but the firm makes very little 
attempt to push this type of mer- 


chandise 


Effect It’s hard to 
gage the King’s impact on 
conventional retail stores and shop- 
ping 


the area 


on Others 
Shoe 


stores in 
The tightening of the na- 
economy in months 
difference 
ays Mr. don't feel it 
has brought a person into 
my place who has been in the habit 


of buy 


center-department 


tional recent 


has made no apparent 


s Bowers, “I 
single 
shoe 


ing at conventional 


stores, 


Maybe the customer tries to 


get something a dollar or two 


cheaper, but she doesn’t drop her 
iegular source completely.” 


“Their Money's Worth” 


how ers 


Mana- 


ger says he has no idea 


what percentage of local shoe busi- 
for, “but 
we do quite a volume so I’m sure 


ness his store accounts 
we hack the competition plenty. 
However, we give our customers an 
that’s 
worth every dime of what they pay 
for it. And we fit them properly, 
which all any shoe mer- 
chant can do.’ 


up-to-date branded shoe 


is about 


February 15, 196! 


WOMEN’S & 
CHILDREN’S 
") ‘SHOES 
ANA 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
= ep Dae on o Pa illite Lelstimeone-le 





Not for Wear, But— 


Ten-year-old Betty Radcliffe looks admiringly 

at a collection of miniature shoes on display 

at a Chicago hobby show. The shoes belong 

to Miss Betty Lelage, 4000 W. Washington 
St., Chicago. They took first prize. 





Purchase at Salon Brings 
Writer a Thank-You Note 
DETROIT—Boot AND SHOE RE- 
CORDER correspondent Grace Gordon 
Hay bought a pair of pumps at 
Winkelman’s Shoe Salon in down- 
town Detroit last month. 
Several days later, her mail brought 


one day 
a personal introduction to an effec- 
tive customer-relations device used 
by Winkelman’s. 

Inside a small envelope on invita- 
tion-style stationery, she found this 
printed note: 

“Dear Mrs. Hay: 

“Just a note to tell you how much 
I enjoyed serving you during your 
recent visit to our Shoe Salon—and 
to compliment you on the shoes you 
chose! 

“Won't 
looking 


I’m 
you 


drop in 
forward to 


you 


soon 


assisting 


again in the very near future.” 
The note was signed by salesman 
Bob White. 


Hofheimer’s Expands 


In Central Richmond 


RICHMOND, VA.—Hofheimer’s, 
Inc., is doubling the size of a down- 

unit, and company officials 
the result will be the biggest 
store in Richmond. It will 
occupy more than 10,000 sq. ft. 

“We're doing this because we feel 
that Richmond 
a better store than we have been 
able to give it,” said Richard Hof- 
heimer of Norfolk, vice-president. 
He said the demonstrates 
the company’s faith in the future 
of the downtown area. 


town 
Say 


shoe 


downtown deserves 


project 


Hofheimer’s hopes to complete 
the remodeling in time for Easter 
shopping. The store, at 417 E. Broad 
St., is being expanded to take in 
the adjacent building at 419. 
Cost of the including 
new fixtures, is estimated at $150,- 
000. While the work continues, the 


remain open. 


project, 


store will 

When the job is completed, the 
store will have about 200 customer 
seats on two floors and in the base- 
ment. Women’s men’s 
shoes and women’s accessories will 
the first floor. The second 
floor will offer women’s casuals, 
children’s and teenagers’ lines and 


dress shoes, 


be on 


accessories, and specialized shoes 
for women. At the front of this 
floor will be a teenage “Date Bar.” 

Lower-priced lines will be sold 
in the basement. 

The Hofheimer organization op- 
erates a chain of 22 stores in 
Virginia and North Carolina. 





College Credit Given 
For L.A. Shoe Course 


LOS ANGELES — A shoemen’s 
training program conducted success- 
fully for the past two years is again 
in session at the Metropolitan School 
of Business here, a Los Angeles city 
schools branch, under the sponsor- 
ship and direction of the West Coast 
Shoe Travelers’ Associates. 

The course, which began Feb. 1 
with a three-hour session scheduled 
every Wednesday evening for 18 
weeks, is an accredited college train- 
ing program. Three units of college 
credit are given. 

The course is a complete one and 
the various sessions cover designs 
and styles, measurements and size 
codes, basic foot anatomy, shoe fit- 
ting, stockroom procedures, sales 
floor techniques, and display 
rangements. 

Strong emphasis is placed on shoe 
salesmanship and showmanship, and 
several sessions are devoted to this 
subject alone. 

Although the course was primarily 
conceived as a means of recruiting 
new talent for the industry, its re- 
sults go beyond that goal. Many of 
the students are already working in 
the industry, some with years of ex- 
perience behind them. These people 
feel that a refresher course will be 
helpful or else desire to upgrade 
their present sales activities. 


ar- 


‘Automatic Shoe Sale’ 
NASHVILLE, TENN. — Karl’s 

Shoes advertised an “automatic 

shoe sale” of more than 4,000 pairs. 


On the sale’s first day, all were 


WITH 
TOP RETAILERS 


REALBOYS ————____ 


(r 
rt 
GOLD COIN 


GERBERICH-PAYNE SHOE Co. 


MOUNT JOY 


FIRST CHOICE —_ rH 


priced at $8. The price of each pair, 
said the newspaper ad, would drop 
to $7 on Tuesday, $6 on Wednesday, 
then $5 on Thursday. It was the 
store’s first “automatic sale” in four 
years. 


‘Children Build Business,’ 
Brown Tells Independents 


ST. LOUIS—Brown Shoe Co, ex- 
ecutives will complete a six-city tour 
holding Independent Retailers divi- 
sion meetings when they visit Dallas 
on Feb. 19-20, New York on Feb. 26 
and Pittsburgh on March 5-6. 

The annual program of meetings 
began late in January in Jackson- 
ville, Fla., with sessions in St. Louis 
and Minneapolis following. Theme 
for discussion at all the workshops 
is “Children Build Your Business.” 
independent retailers are 
sitting in on factual presentations 
showing how they can 
more fully on growth opportunities 
in both juvenile and teen fields. 


srown’s 


capitalize 


Joseph E. Burger, director of pub- 
lic relations at H. V. Nootbaar, Pasa- 
dena, Calif., is keynote speaker for 
the program series. Workshop clin- 
ics for retailer participation tie into 
the package presentation. 

Louis J. Schaefer, executive vice- 
president, sales, is directing the se- 
ries of meetings, with these Brown 
executives taking part: J. R. John- 
ston, manager of the Independent 
Retailers division; John Grose, Bus- 
ter Brown manager; Robert 
Yewell, Robin Hood sales manager: 
T. R. Curtis, assistant manager of 
the Independent Retailers 
and Robert Lapin, credit manager, 
IRD. 


sales 


division, 


Miss Norwood Addresses 
Sales Training Sessions 
LYNCHBURG, VA.— Elaine T. 
Norwood, sales promotion director 
of Craddock-Terry Shoe Corp., has 
launched a series of sales training 
meetings for shoe personnel of sev- 
eral midwestern 
and eastern retail 
firms. 
On her three- 
week itinerary 
were visits to the J. 
L. Hudson Co. and 
D. J. Healy Shops, 
Detroit; Wurz- 
burg’s, Grand Rap- 
ids, Mich.; Conrad 
and Chandler, 
Boston, and Hess ELAINE T, NORWOOD 
Brothers, Allentown, Pa., plus an 
address on sales training before the 
managers’ forum of Edison Brothers 
Stores, Inc., St. Louis 
Miss Norwood recently was named 
to the Women's Style Committee of 
the National Shoe Retailers Assn. 
She is also membership chairman 
of Shoe Women Executives 


Retailer Kit Is Available 
For EJ ‘Living Leather’ 
ENDICOTT, N. Y.—A retailer kit 
has been made available by Endi- 
cott Johnson Corp. to introduce its 
“Living Leather,” which the com- 
pany claims “keeps shoes new-look- 
ing 500 per cent longer than ordi- 
nary leather.” Children’s shoes in 
the new scuff-resistant tannage are 
currently going on the market, and 
swatches of the leather have been 
sent to of retailers 


to 


thousands 





PENNSYLVANIA 


IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 
possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 
into effect with a minimum of delay. 
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familiarize them with its character- 
istics. 

The retailer kit includes window 
streamers, box covers and tissues, 
lapel buttons, pennants, 
hang tags, newspaper mats and 
counter cards. The cards contain 
samples of the “Living Leather” 
and other leather, which the cus- 
tomer may compare for scuff 
sistance by running a coin across 
them. 


posters, 


re- 


NSI Spring Supplement 
Supplied to 700 Papers 


THE National Shoe Institute's 
newspaper supplement on spring and 
summer footwear has been supplied 
to 700 dailies and weeklies across 
NSI said “the pick of 
new offerings from New England, 
the St. Louis area, New York and 
other manufacturing centers are pic- 
tured and described in the supple- 
ment, which serves as “a promotional 


the country. 


device for cooperation between the 
newspaper and the retail advertiser.” 

The cover is in color, and 30 pic- 
being 
newspapers in 


made available to 


photo print or 


tures 
the 
mat form. 


are 


outgrown... 
rarely outworn! 


The barefoot fee! 

sun-worshippers love! 

The original Cushioned INSOLE 
sandals, with a reputation for 

longer wear built .into-every pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustable vamp 

for proper fit, and 

extra “mileage” 


Chain A pplies Electronics to Inventory Control 


COLUMBUS, O.—Gilbert Shoe 
Stores, Inc., operator of 22 discount 
departments, has embarked upon 
electronic data processing operations 
for control of inventory. 

Ivan Gilbert, company president, 
said his firm has signed a contract 
with Datron, Inc., Columbus, for 
data processing and warehousing. 
Datron has an equipment leasing ar- 
rangement with International Busi- 
ness Machines Corp. 

Frank Leonard, supervisor of Gil- 
bert’s data processing and inventory 
control operations, will assist Da- 
tron’s Melvin Doeringer. 

First step, said Mr. Leonard, is 
the printing of semi-annual stock 
balance sheets for the company’s de- 
partments. This in itself involves 
some 800 styles of shoes with their 
various sizes and widths. Each 
sheet will show at a glance whether 
the stock of that model is at the 
proper level, over or under. 

Balance sheets heretofore have 
taken several employees more than 
two weeks to compile. With the com- 
puter, the same work can be done in 


hours, if not minutes. 

Mr. Leonard said the firm’s next 
step will be the’conversion of sales 
slips to punched tickets. Half of the 
double ticket will be given to the 
customer, the other half sent back 
to central inventory control and run 
through the computer to keep lists 
of sales and stocks up to date in 
each style, price and size of shoe. 
Further use of Datron may be 
planned later, Mr. Leonard said. 


Utah Shop Covers Display 
Shelves with Carpeting 
MAGNA, UTAH—Carpet-covered 
display shelves added to the 
shoe department of The Best Shop 
in Magna when the store was re- 
modeled and expanded recently. 


were 


According to Manager Glen Pet- 
erson, the innovation has met with 
good customer acceptance. The car- 
pet permits removal of a 
shoe without disturbing the rest of 
the display, and without compelling 


base 


customers to replace display shoes 


on clips or pins. 


We Offer Quality Jobs, Cancellations 


and Closeouts in Branded Footwear to 


CANCELLATION 


shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


Open a Cancellation Shoe Store in Your Town 


Series No. 710 
Sizes 3-8, 9.12, 13-3 
Brown, White, Red, Tan 





PROMOTION BEST-SELLER 


Series No, 880 
Sizes 5-8, 9-12, 13-3 
Brown, White, Red 


HOY SHOE CO. 


February 15, 196! 


With Hoy-way molded sole for flexible 
comfort. Priced for volume sales. 


1128 LOCUST ST., ST. LOUIS 1, MO 


1215 Washington Ave. 
Somple Rooms: Los Angeles + 


Our New Store Consultants Will Help You 


Set Up o Profitable Operation 
Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Lovis 3, Mo. 
New York 





e Shoe Shows 
Fabrics in Demand at 
St. Paul Summer Fair 


By DONALD M. LYONS 


ST. PAUL—Fabrics were the hot- 
test things on 3-in. heels at the Sum- 
mer Shoe Fair held recently at the 
St. Paul Hotel. Buyers at this Twin 
City Shoe Guild-sponsored show nod- 
ded most frequent approval to multi- 


color stripes and flowered prints. 
Other dress shoe favorites were 
multi-color leathers and Siamese 
silks. The violet tones, pink and of 
course white were fast-selling col- 
ors. Bows have gone the way of the 
round toe, and all ornamentation 
was light. Most of the fancy work 
was in the form of treatments. 


Heels That Dig Less—The trend 
is definitely toward the triple needle 
toe, but with retailers echoing the 
complaints of their customers, steel- 


“GOLF 


SPORT KING and SPORT QUEEN §. 


MEN'S GOLF SHOE 
#7000 


FULL GRAIN BROWN VERONA 
ELK LEATHER with treated sole. 
Has invisible, patented “Supple 
Foundation that pro- 
vides maximum comfort and 
flexibility; eliminates spike pres- 
keeps flat and 
spikes straight; insulates against 


Insert” 


sure; soles 


heat, cold, dampness; provides 
firmer stance and better bal- 
ance. Sizes 6-12; C & D. $7.90 


WOMEN’S GOLF SHOE 
#6000 
Fine moccasin front golf shoe 


for the 
woman golfer. From proven last 


specially designed 


to quality details, it is built for 
sure-footedness, proper stance 
and balance. Light in weight 
ond extremely flexible. Fine 
brown and white smooth leather 
with spiked rubber sole. Sizes 


4-10; AA & B. $6.50 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Athletic Footwear Division 


tipped heels will cut up less linoleum 
this summer. The latest offering in 
heels is thinner, but has more of a 
base. 

Luster finish is the current fad in 
dress straws, which sold heavily in 
white, beige and Light 
green and lilac were popular new 


pastels. 


colors. 

The trend in walking heels was 
toward unlined soft leathers. The 
stacked heels sold well. 


Multi-Colors Move — The top 
and flats 


were just as colorful as all but the 


choices in lower heels 


“loudest” dress fabrics. Tri-colors 
in, as one dealer put it, “just about 
any combination you can think of,” 
and a wide variety of two-color 
styles were enjoying retailer popu- 
larity. 

The word in leather was no lin- 
ing, and the softer the better. The 
old flats 
decorated with imitation fruit were 


standbys such as straw 
also on hand 

The merchants who came to the 
fair from six 
not to look, and 


Seventy-six lines were represented 


states, came to buy, 


sales were good. 


in the show. 


Advance Market Week Set 

BOSTON Plans are being com 
pleted for the Advance Fall Shoe 
Market Week to be held here April 3 
through 6. Exhibitors at the show, 
sponsored by the New England Shoe 
and Leather Assn., will occupy sam 
ple rooms at the Statler Hilton Hote! 
and the Sheraton- Plaza. Because 
Easter Sunday falls on April 2 the 
show will not until 
Monday. The 
will be devoted to 
hibits. 


noon on 
April 3 
setting up ex 


open 
morning of 


Midwest Show Date Re-Set 
CHICAGO The Midwest Shoe 
Assn. changed the 
date of its first 1961 spring showing 
in Chicago from Aug. 19-23 to Sept 
30-Oct. 4, a week after the National 
Shoe Fair in Miami Beach. The Mid- 
west show will precede the Oct. 22- 


Travelers’ has 


25 Chicago regional show, an out- 
growth of the departing National 
Shoe Fair, by three weeks. 

The Midwest Travelers’ summer 
showing is set for Feb, 26-March 1 
in the Palmer House, Chicago. 
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Attendance Is Larger but Orders Are Smaller at Baltimore Market 


By MARTHA DAVIS HEAPS 


BALTIMORE 
conditions, the 
Travelers’ fourth annual Spring 
and Summer Shoe Show in Balti- 
more opened on an optimistic note. 

The majority of exhibitors called 
Sunday’s traffic outstanding. One 
leading wholesaler said, “Sunday 
traffic was terrific. There were more 
people here than at any other show, 
and they were buying.” According 
to Al Levine, chairman of the show 
committee, total attendance by the 


Despite bad snow 
Shoe 


Associated 


Wednesday noon closing was around 
150, from Maryland the sur- 
rounding North 
Carolina, New Jersey, Pennsylvania 


and 
states of Virgina, 


and Delaware 


Business Is Down-—Although at- 
than in 
were running 


Exhibitors pointed 


tendance was greater pre- 


vious years, orders 


somewhat less. 
out that this was in keeping with 
previous months’ patterns and was 
a result of the overall tightening of 


purse strings 


February 15, 1961 


The majority—about 85 per cent 

of those attending the show were 
buying. While the late-January 
dates of the event are somewhat 
late for spring buying, the show 
serves as the final market stop for 
many Baltimore, Washington and 
small-town buyers. With a few in- 
store purchases already made, they 
fill remaining stock the 
show. 


needs at 


For lack of suitable display space, 
however, the number of exhibitors 
had to be limited to 38. 


Retailers Trade Up 
was especially noticeable in 


Trading-up 
chil- 
dren’s shoes. Sandals were cited as 
an example. Styles retailing for $5 
were being bought over former $2.98 
and $3.98 styles. 


ing for the more expensive shoe, and 


Buyers were ask- 


they said their customers were fol- 
lowing the same patterns. 
In girls’ shoes, tapered toes were 


in demand, even in small sizes. 


There were some requests for ex- 


treme tapers for girls. The squash 


——— 


Shifting filler in ordinary shoes 
(left) causes lumps and ridges. 
Pied Piper process (right) elim- 


inates filler . . . shoes stay 
smooth, flexible, comfortable. 


Pied Piper design elim- 
inates “growing-room- 
guesswork.” Ordin- 

ary lasts (left) crowd 

and pinch toes. Pied 

Piper lasts (right) 

permit toes to fall 

into natural position 

‘ growing room 
is built-in. 


heel still in demand, the jet 
was selling well, and an even 
smaller heel than the jet was very 
popular. Queen Annes were out. 


was 


Patent Bone Patents and 
bones led the popularity parade in 
girls’ shoes and in women’s. While 
most exhibitors of women’s shoes 
listed patent as the No. 1 dress shoe 
some felt it was 
tied with There was notice- 
able interest in lightened green 
shades. 

On the whole, triple needles sold 
best, particularly in 23/8s. They 
were even strong in 18/8s, and there 
was some demand for triples in jet 


vs. 


seller, resources 


bone. 


heels. 

Plain pumps were being ordered 
less and less. Trim of some type was 
nearly always demanded by buyers. 
Stacked heels for 
in walking shoes. 

In casuals, black calf, patent and 
Italian 
Interest was high in green. 


spring sold well 


lightened tans moved well. 


Brown Gains for Men—Exhibitors 


EVERY 
STEP OF THE WAY... 


Pied Piper is there 
from tot to pre-teen A 
the one complete line of 
children’s shoes with exclu- 
sive design and _ construc- 
tion features making every 
Pied Piper extra 
special in fit, com- 
tort and wear. Only 
Pied Piper builds 
more value into 
the shoe .. . for 
faster sale, bigger 
profits for fran- 
hised dealers. The 
demand market for 
Pied Pipers is tre- 
mendous ... and it’s 
getting bigger every 
day. Sell the best... 
write today for 
complete Pied 
Piper catalog. 


| d 
Distinguished Juvenile Shoes 


iper 


shoe 


Pied Piper Shoe Co. 
Wausau, Wisconsin 





of men’s shoes reported a pickup in 
the trend toward brown. Slipons 
continued popular but were not out- 
selling tie styles. Smooth leathers 
retained the No. 1 spot. 

Traffic at the show slowed after 
opening of contin- 
bitter cold 
3ut showrooms were open 


day because 


ued snow flurries and 
weather. 
each night, and traffic picked up 
after 6 P.M. when 
tailers closed their stores. 

The fact that this 


opportunity 


many area re- 
the last 


retailers to 


was 


for many 


fill in spring stocks gave impetus to 
traffic despite the weather. 


Earlier Columbus Show 


COLUMBUS, O.—The Ohio Shoe 
Travelers Club has advanced the 
dates of its next Spring Shoe Fair 
to take advantage of the earlier 
National Shoe Fair. Mrs. Caroline 
Rund, secretary, said the show will 
be held Oct. 8-10 in the Deshler Hil- 
ton Hotel. The Fall Shoe Fair also 
will be earlier than usual: April 30 
to May 2. 





A Brand He'll Remember... 
Not To Buy Again! 


When shoes shrink and curl long before they’re worn out, cus- 
tomers go looking for a better brand. That's why the best work 
shoes are made with Farberized Insoles. 


Ordinary tannins are water soluble . . 





. leach away and leave 


leather fibers unprotected. But Farberizing replaces ordinary 
tannins with a special compound of fats and oils which wrap 
each fiber in a protective coat and leave the leather free to breathe. 


Farberized Insoles give you more for your money! 


Fu 


INSOLES AND WELTING 


What's New 


For Hockey Safety 


New skate by Boston Athletic Shoe Co., 
Cambridge, Mass. features as an integral 
part of the unit a special steel guard at- 
tached to heel plate and rear tip of skate 
blade. With this innovation, the company 
soys, hockey players needn't fear dangerous 
injury coused by heel of the blade of on- 
other player's skate. The new skates are ap- 
proved by the Notional Hockey League. 





Tough Coating for Lasts 


A NEW for 


wood shoe lasts, developed by Vul- 


protective coating 
can Corp., is said to provide a tough 
but 
make a last impervious to moisture 


smooth non-stick surface and 


penetration, acetone reaction and 
shoemaking solvents. The 
“Vulcalast HLI-41” will replace the 


Vulcalast finish 


new 


company’s original 
introduced in 1948. 


e Trade Literature 
Prescription Fitting Group 


Starts Publishing Journal 


THE “Prescription Footwear Ap- 
plicator Journal” has made its debut 
as the official organ of Certified Pre- 
scription Footwear Applicators, 
Inc., a retail organization headquar- 
tered in Sherman, Tex. 

Through the Journal, CPFA hopes 
to get its ideals before the healing 
professions and the public. The or- 
ganization seeks to “professionalize 
the application of functional foot- 
wear and the filling of footwear pre- 
scriptions as written and directed 
by licensed members of the healing 
arts.” 

The Journal's initial issue of four 
pages appeared in January. It is 
edited by Charles A. Roberts, execu- 
tive secretary of CPFA. 

The publication is being made 
available only to active members. 
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e About Shoe People 


NSRA FILLS A VACANCY: Sol 
Berger of Claridge Shoe Corp., a 
leased-department operation in the 
Blum Store, Philadelphia, has been 
appointed a director of the National 
Shoe Retailers Assn. He fills the 
two-year unexpired term of the late 
G. Andrew Smith of San Diego 

Calif.) Shoe Co. 


MODEL FITTER: Milton Mar- 
koff, owner of Milton Markoff 
Shoes, Inc., Wilton, Conn., is pic- 
fitter in a 
national for 
Shoe Co.’s Buster Brown line. 
the March issue of 
Parents’ Magazine. Mr. Markoff 
has been selling the Buster Brown 


tured as a model shoe 


srown 


The 


advertisement 


ad appears in 


line for 22 years. 


LEAD CANCER APPEAL: Irving 
D. Brown, president of The Coward 
Shoe, Inc., and John Laycock, sales 
of Sterling Last Corp., 
have been reappointed co-chairmen 
of the Boots and Shoes divisions of 
the New York City Cancer Com- 


manager 


mittee’s 1961 April Cancer Crusade. 


PROMOTED: Charles Oppen- 
heim has been advanced from 
sistant buyer to buyer of women’s 
children’s shoes for Neustet- 
downtown Denver and 
two branches, succeeding the late 
Clarence Levy. James Ireland, man- 
ager of the Cherry Creek store, was 
promoted to assistant buyer, with 
Mrs. Lois Callon taking over in 
Cherry Creek Morse Shoe 
Stores advanced Warren Fish from 
manager of a Providence, R. L., 
unit (242 Westminster St.) to dis- 
trict manager in the Providence 
area. Max Cohen succeeds him as 
store manager. 


as- 


and 


ers’ store 


MANAGERS: Carmen Penque has 
been promoted from assistant man- 
ager to manager of a National 
Shoes unit in Niagara Falls, 
N. Y....Jack W. Wheatley has be- 
come head of a Miller-Jones store 
in Charlotte, N. C., succeeding 
Charles Farr, transferred to Knox- 
ville, Tenn. Fred Zeller, for- 
merly women’s shoe buyer at Inne’s 
Macy store in Wichita, Kan., has 
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been named manager of Vogue’s 
Post Oak store in Houston. Jimmy 
Strange moves to assistant manager 
of Vogue’s downtown store. At 
Inne’s, Irene Hoener takes on Mr. 
Zeller’s former duties. .. . Timothy 
Warmoth has been named manager 
of Drazen’s City of Fashion shoe 
department in Binghamton, N. Y., 
after seven manager of 
Vee’s shoe store in Norwich, N. Y. 


years as 


OTHER APPOINTMENTS: J. O. 
Spradling has been named divi- 
sional merchandise manager of 
misses’ and children’s shoes for A. 
Harris & Co., Dallas ... Steve Ce- 
lona, assistant manager of Morton’s 
Shoe Store in Providence, R. |., has 
been appointed manager of the Serv- 
ice Shoe Store in West Warwick, 
R. I. He succeeds George Rivera, 
who entered another line of busi- 


ness. 


. - 7 

EXTRA -CURRICULAR: Daniel 
J. Hannon, superintendent of Endi- 
cott Johnson Corp.’s Sunrise fac- 
tory in Johnson City, N. Y., was 
elected a director of the Johnson 
City Chamber of Commerce 
Jack Leonhart of Kirby Shoes has 
been elected vice-president of the 
Miracle Mile Shopping Center 
Business Assn., Toledo, O. ce 
Monte Shomaker, executive VP of 
tjrown Shoe Co., was named to a 
three-year term on the board of di- 
rectors of the St. Louis Mid-County 
YMCA. 

. * a 

ONE STORE LESS: Henry A. 
Weiby, who owns several shoe stores 
in the Portland, Ore., area, is dispos- 
ing of his interest in the 
stores, but the name won't change. 
New owners of Weiby’s Shoe Store, 
3eaverton, Ore., are Mr. Weiby’s 
son, Jack, and Dallas Woolman. The 
younger Weiby has been a partner 
in the store since 1946, and Mr. 
Woolman has managed a Weiby 
store in Multnomah, Ore., for two 


years. 


one of 


TRANSACTIONS: Alfred D. 
Brown, owner of Nicholas & Green 
Shoes in Mason City, Iowa, has 
sold the store to Roland and Wil- 
liam Tank, owners of the Nicholas 
& Green store in Marshalltown, 


Morris Brownstein (left), store manager, and 
Alexander Corbat, the founder of Corbat’s 
Boot Shop, Albany, N. Y., are currently 
marking the firm's 50th anniversary. The 
shop recently went on Brown Shoe Co.'s In- 
dependent Retailers program. 


lowa.... J. Allen Henderson, a for- 
mer druggist, has bought the Hil- 
big Shoe Store in Penn Yan, N. Y., 
and will operate it under his own 
name, ... R. Howard Siler has 
bought out the interest of Roy P. 
Pyne in the retail shoe partnership 
of Siler and Pyne, which operates 
stores in Martinsburg and Charles 
Town, W. Va. Mr. Pyne has moved 
to Connecticut. 
for 


He is a sales rep- 
resentative Hy-Test Safety 
Shoes. 
a s 7. 
“COLD-BLOODED DREAMER”: 
W. Maxey Jarman, board chairman 
Inc., is profiled at 
length in the February issue of 
Fortune magazine. The article’s 
title: “The Cold-Blooded Dreamer 
of Nashville and Seventh Avenue” 
Mr. Jarman and his growing 
company were also the subject of 
a recent Business Week article, 
“How Far Can a Producer Retail?” 


of Genesco, 


HERE AND THERE: Clifford O. 
Anderson, president of the G. R. 
Kinney Corp., has been named pres- 
ident of the Institution of Distribu- 
tion, an association of chain stores 
in non-food fields. Henry H. 
Rand, president of International 
Shoe Co., has been elected a direc- 
tor of Union Electric Co., St. 
Louis. ... Maurice R. Marco, presi- 
dent of Marco Shoe Stores in south 
Florida, has been elected president 
of the Westchester Shopping Plaza 
Merchants Assn. The Plaza is one 





OFF... 


to a profitable 
start with 


GODING 


A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots. 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


Philadelphia tan- 
ning firm, will be 
chairman of Phila- 
delphia’s 1962 
United Fund Torch 


of Dade County’s largest shopping 
centers. 
7. o * 


In Allied Fields... 


OFF TO EUROPE: Eric V. Nel- SS Drive. Scheduled 
son, vice-president in charge of ‘ for this fall, the 
Vulcan Corp.’s heel division, is on 5 3 
a month’s trip to Europe. He is 
visiting last, heel and plastics man- 
ufacturers in six countries and par- 
ticipating in the interchange of in- 
formation and _ technical 
with European companies. 

© * . 

FUND RAISER: Laird H. Simons, ‘8 also 


Jr., president of William Amer Co., & Son, Inc., horsehide tanners 


multi - million - 
dollar appeal will 
benefit 250 health 
and welfare or- 


ganizations. Mr 


studies LAIRD SIMONS, JR. 


Simons, who was 
vice-chairman of the 1961 campaign, 


chairman of H. Swoboda 


e Retail Openings 


Self-Selection and Free Coffee Lead to Quick Success 
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Five thousand pairs in the first six weeks: thot's the record of the new Bazoar Bootery 
in Florida's 80-store Bazoor International on U. S. Route | at West Palm Beach. The 
2,600-sq.-ft. women's store is laid out to give moximum display area, and operator Lorry 
Kissner observes the basics of self-selection. Sizes are marked atop each rack. Prices 
ore scaled to the middle income with quality dress shoes at $5.99-$12.99, resort casuals 
at $2.99-$5.99. For every customer there is courtesy coffee—part of a concentrated effort. 
to build a store image of friendliness and leisure. Shoeman Kissner, a former chain store 
manager, plons to open a children's shoe store in the Bazaar 

Weiss & Neuman Shoe Co., St. at Jacksonville, Fla.—its first store 
in that city. Richard J. Stack, Jr., a 
25-year veteran with the company, 


Louis-based retail chain, has added 
units in Champaign, IIl., and 
Odessa, Tex. Another new outlet in 
Appleton, Wis., renovated 
store, Barker’s in Lincoln, Neb., are 


is manager. 
plus a a ee 


Naturalizer Shoe Store in Or- 


slated for spring openings. 
. . 7 
Merit Shoe Co., an Endicott John- 
son subsidiary, has opened a family 
unit in the Philips Highway Plaza 


lando, Fla., a one-brand store since 
floor 
space when it moved into new quar- 
ters last month. More than 3,000 
women visited the store during the 


1952, more than doubled its 
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opening day. I. J. Becker is presi- 
dent of the store firm. 
7 . + 
McCarty Shoes, Erie, Pa., 
opened a new “teen room” on its 
lower level, adjoining the 
“coach room” for the college - age 
group. The selling area for 
teenage customers is being accorded 
special promotional support. 


has 
; 
stores 


new 


Daniel and Clara Barrera have 
started a comfort shoe operation at 
651 Bay St., Stapleton (Staten 
Island), N. Y., featuring the Dr. 
Posner line for children and Dr. 
Scholl's shoes for men and women. 
The store measures 75x75 ft. 

. a . 

Thom McAn this month 
ing one of the largest shoe stores in 
the Southwest, a 7,000-sq. ft. unit at 
Admiral Pl. and 73rd E. Ave., Tulsa, 
Okla. off-street parking 
for 60 cars. 


Is open- 


There is 


7 . 7 

Mr. and Mrs. William Gude have 
opened a children’s bootery at 2783 
Thompson Blvd., Ventura, Calif. Mr. 
formerly the 


Shoe Stores in southern California 


Gude was with Gude 


Write for illustrated material 
THONET INDUSTRIES INC. 
One Park Ave., New York 16. 


SHOWROOMS: New York, 
Chicago, Detroit, Los Angeles, 
San Francisco, Dailas, Miami, 
Atlanta, Statesville, N. C., 
Paris, France. 


e Financial 


Endicott Johnson Lost 
$1.5 Million Last Year 


ENDICOTT, N. Y.—Endicott 
Johnson long-awaited an- 
nual report, early this 
month, shows a $1,506,273 net loss 
for 1960 and a 3.2 cent 
decline in net 

Frank A. Johnson, company pres- 
ident, cited lower-than-expected 
sales in the industry as well as the 
costs of a long-term market expan- 
program two factors con- 
tributing to the loss. He said the 
decline did not result from a single 
but from “a of 


cumstances.” 


Corp.'s 
issued 
fiscal per 


sales. 


as 


sion 


factor series cir- 
“Some of these were beyond our 
Mr. told 
“Others resulted 


decisions 


control,” Johnson share- 
from 
to 


programs de- 


holders. 
management relating 
long-term operating 


igned to bring in future profits.” 


Rays of Sunshine—Despite the 
losses, EJ’s president said, the year 
encouraging. 


Was in ways 


the 


many 


“Specifically, extensive im 


DESIGNED By 
ILMAR! TAPIOVAARA 


ONE 


SINCE 1830 
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MAKERS OF 


- 


FURNITURE 


which added 
operating 


provement programs, 
greatly to this year’s 
expenses, began to show the first 
limited but promising results. Also, 
a number of important steps were 
taken leading towards the realiza- 
the long-term 
growth program.” 

According to Mr. Johnson, EJ’s 
marketing organization has 
strengthened and 
stepping up efficiency and 
introduced. 


tion of company’s 


been 
procedures for 
produc- 
The 


new 


tion have been 


company has also introduced 
styling concepts, closed some of its 
retail 


opened new ones in strategic sites. 


profitable outlets and 


less 


The 
1960 ended 
Dec. 2) to 
its net earnings in fiscal 1959. That 
year, profits amounted to $1,504,500. 
Net sales in 1960 were $141,467,778 
$146,099,113 the 


Figures—The company’s 
the 53 


almost 


(in weeks 


loss 


was equivalent 


compared with 


year before. 

The annual report made no speci- 
fic mention of the attempt 
by Glen Alden Corp. to gain control 
of EJ—a which was blocked 
when employees joined other local 


recent 
move 


residents, firms and organizations to 


FOR PUBLIC USE 
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buy up all available stock. But Mr. 


Johnson did express thanks to stock- 


holders “for their continuing support 
in times that have admittedly been 
trying.” 


Green Shoe ’60 Sales 
At Peak: Stock Listed 


BOSTON—Green Shoe Manufac- 
turing Co. reported the highest sales 
in its history for the year ended 
Nov. 30. Although profits figures 
were not available, officials said they 
also expected net earnings applicable 
to common stock to set a record. 

The company’s stock is now being 
traded on the New York Stock Ex- 
change. Until late last month, trad- 
ing of the stock had been on an 
over-the-counter basis. Representing 
the company at ceremonies marking 
the listing of 1,151,869 shares of the 
stock were President Samuel L. Slos- 
berg, Treasurer Martin M. Landay, 
Vice-President Sumner M. Gerstein, 
Clerk and Secretary A. B. Casson, 
and James J. Minot, a director. 

The stock opened at $27 on the 
first day of trading. 

The 42-year-old Green firm is the 
largest maker of children’s shoes un- 
der one roof in the U. S. It pro- 
duces 21,000 pairs a day, all under 
the Stride Rite brand name. 

Green Shoe’s 1960 sales amounted 
to $23,379,000, an increase of 7 per 
cent over sales of $21,846,000 in fis- 
cal 1959. In 1959 the firm earned 
$1,699,779, or $1.53 per share. Pairs 
shipped in 1960 totaled 5,072,000, up 
from 4,861,000. 


Brown Co. Income Jumps 


BERLIN, N. H.—The Brown Co., 
a manufacturer of shoe innersoles 
and other pulp products, almost 
doubled its net income in fiscal 
1960, ended Nov. 30. Profits totaled 
$1,347,468, or 51¢ per common share, 
compared with $714,203, or 27¢ per 
share, in fiscal 1959, according to 
President Leonard A. Pierce. Net 
sales rose to $59,172,865 from $58,- 


888,381. 


Dividends .. . 

Shoe Corp. of America, Columbus, 
O., quarterly dividend of 25¢ per 
common share, payable March 15 to 
shareholders of record Feb. 20. 
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New England: Orders Are Growing 


BOSTON—Cautious optimism has 
succeeded pessimism in the minds 
ot many New England shoe manu- 
facturers. While the number of or- 
ders received from salesmen now in 
their territories has increased 
greatly, their size has. In this re- 
at least, the trend now 


not 
spect, seems 
to be upward. 

It shows for the most part in the 
rising from for 
women’s novelties and casuals. The 
children’s end of the industry is also 
toth now have 


demand retailers 


sharing in the gain. 
better backlogs of orders on their 
books than at any time during the 
last three months. There 
course, exceptions to every rule and 
a few manufacturers that 
business on hand will not carry them 
for more than four Their 
chief complaint is that for 
after-Easter cutting slow in 
coming in. Others report the exact 
opposite. Orders for white 
they only slightly 
what they call normal. These, 
say, come mostly from the 

style retail outlets while the 
middle - of - the - 


are, of 
report 


weeks. 
orders 


are 


shoes, 
below 
they 
high- 
more 


say, are 


conservative, road 


stores seem to prefer blond as a 
safer bet. And, all sorts of promo- 
tional colors are in the works. Best 
bets to date seem to be in the lilac, 
lavender and green families—none 
of them exactly new. 

Some manufacturers who cater to 
large volume buyers have even be 
gun work on their sample lines for 
the fall of this year and tanners re- 
port having received smal! orders 
for fall colors. 

For the most part, however, shoe 
manufacturers continue their hand 
buying of calf leather 
small-lot and 
Business in side 


to-mouth 
which sales 
quick 
leather is reported to have improved 


means 
deliveries. 


by some tanners. 


® Ro-Search, Inc., licensing division 
of Wellco Shoe Corp., Waynesville, 
N. C., has concluded an agreement 
with Etablissements Hutchinson of 
the Parisian 
to-Search pat- 


France, authorizing 
firm to manufacture 
ented Process 82 vulcanized leather 
Hutchinson is the first 


France to be so li 


footwear 
company in 


censed. 


Los Angeles: Business Outlook Is Better 


LOS ANGELES— 
to be strengthening and prospects 


Susiness seems 


for the 
less glo« my 


future, if not bright, are 
than they have been. 
Manufacturers who have managed 
to stay in business have enough 
cutting to keep modest crews work- 
ing and many local] shoe figures feel 
that an upturn has started. 

Local makers have 
working hard and things are looking 
brighter for them. This area of 
California long ago established it- 
self as a leader in sports and casual 
fashions, but in the last year or two 
it began to slip. Eastern firms took 
the play away. Fighting to get back 
into the game, local houses have 
been forced to put in better work- 
manship and materials and design 
fresh new styling. As a result, a 
number of companies are recaptur- 
ing accounts they had lost. 

A further effect has 
with good low-priced 


casual been 


been that 
locally-made 


merchandise, the lady is more likely 
to buy two or three pairs of cheap 
casuals than one higher-priced pair 
This is one type of shoe in which 
they do like to have a selection, no 
matter how satisfied they may be to 
own just one pair of black patent 
pumps for all dress wear. 

Another thing that may be bring- 
ing in orders to manufacturers is 
the fact that retail inventories 
low; probably lower than at 
time since World War Two. 
ers have been running scared ever 
since last September and have re- 
duced inventories to the can’t-fit-you 
point; partly to get cash in hand, 
partly to avoid getting stuck with 
merchandise. 

Several manufacturers’ represen- 
tatives interviewed stated that their 
order books are considerably strong- 
er than last year this time and they 
felt that an upturn was in the of- 
fing. 


are 
any 
tetail- 


Boot and Shoe Recorder 





Salesmen ¢ Suppliers 





46 Years in State Group 


John C. Mackinnon (left), general manager 
of B. F. Goodrich Footwear and Flooring 
Co., Watertown, Mass., accepts for his firm 
on award made by the Associated Industries 
of Massachusetts for charter and continuous 
membership. Presenting it is Robert A. 
Chadbourne, executive secretary of AIM 





N. H. Firm to Manufacture 
Popular Price Casual Line 
CLAREMONT, N. H.—A_ newly 


Montclare 
the 


organized 
Shoes, Inc 9 
facture of popular 
here this week. 
are A. E. 
owner of Caswell 
Shoes, Inc., of Mass., and 
Harold Fisher, well known shoeman 
of Brookline, Mass. Mr. Fisher will 
supervise production and sales. 
salesmen will carry the 
new line as well as that of Caswell 
Shoes, which makes higher 
women’s dress shoes. 


company, 


will begin manu- 


women’s price 
casuals 

Principals Caswell, 
president and 


Lynn, 


Caswell 
price 


The new company has located in 
the former Shoe Co. 
plant here, vacated last November 
by Claremont Maid Shoes, Inc. Be- 
tween 250 and 300 workers will be 
employed. 


International 


® Selby International, Inc., of 
Portsmouth, O., has moved its of- 
location, 914 Ninth 
St., to make more room for the pack- 
ing department. The firm licenses 
the manufacture of 
other countries on patents owned by 
the Selby company. It also serves 
the with merchandising 
techniques, styling and displays. 


fices to a new 


footwear in 


licensees 
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Clinic to Study Marketing Frontiers 


NEW YORK—The National Shoe 
Manufacturers Assn.’s annual Mer- 
chandising Clinic has a new name. 
When the event is held for the 
eighth time, June 18-20 at the Stat- 
ler Hilton Hotel, 

New York, it will 
be called the NS- 
MA Marketing and 
Distribution Man- 
agement Meeting. 

Meeting 
man John B. Rein- 
hart, Jr., president 
of Trimfoot Co., 
Farmington, Mo.., 
said the new name 
“better defines the 
rapidly growing responsibilities and 


chair- 


J. B. REINHART, JR. 


comprehensive functions of today’s 
sales and marketing executives in 


the shoe indust ry.” 


A New Program—The meeting, 
which will study new marketing 
frontiers, will be open to all NSMA 
members. It will feature a new pro- 
gram of workshops, group seminars 
and discussions as well as market- 
ing exhibits and demonstrations. 
According to Mr. Reinhart, four key 
marketing will be 


areas of shoe 





Sea Theme for Spring 


The Mexican devil fish stars in this spring 
window display prepared by Brown Shoe Co. 
for Roblee dealers. Giant posters and counter 
cards incorporating the aquatic theme, com- 
plete with section of deep-sea fishing net, 
round out the promotion materials. The 
porcupine-like devil fish swells like a balloon 
when attacked. Mexican fishermen catch the 
fish when netting shrimp, dry them for sale 
to the tourist. 


explored in depth. 

Goal is to “help provide shoe in- 
dustry sales management with some 
of the tools it so 
badly needs in order to explore ex- 


more advanced 
panding distribution frontiers,” the 
chairman out. “We 
bold thinking and bolder action to 
exploit better marketing opportuni- 
ties of the next decade.” 


pointed need 


The 
for 


four 
study 


Be Covered 
slated 


Areas to 
marketing areas 
are: 

® Fashion Management: Leaders 
in this area will show how the man- 
ufacturer can set up sound proced- 
successful fashion pro- 
firm to develop 


for a 
gram. Ways for a 


ures 
“fashion authority”; sensitive fac- 
tors in fashion, 
mize risk in fashion planning will 


and ways to mini- 


be covered. 


® Distribution: Leaders in each 


footwear division will conduct this 
program, which will cover trends 
in distribution 


of what “ 


including analysis 
interurbia” means to shoe 
Latest developments in 
highway shoe store selling, discount 
and 


producers. 


operations, self-service shop- 


ping centers will be detailed 


© Communications: In this area, 
services and products furnished to 
manufacturers by promotional agen- 
cies will be exhibited and discussed. 
Among them: point-of-sale displays, 
packaging, the graphic arts, sales 
training programs 
meetings and market research. Rep- 
resentatives of six creative adver- 
tising agencies will how to 
build productive advertising strat- 
egy line with long- 
range programs. In addition, ex- 
hibitors will conduct brief work- 
shops explaining the value, use and 
cost of their services. 


and aids, sales 


show 


each year in 


® Selling at a Profit: Sessions 
will aim to integrate fashion, dis- 
tribution and communications. This 
area will include an examination of 
manufacturer-retailer-consumer re- 
lationships, and separate workshop 
seminars will be conducted in the 
men’s, women’s, children’s and slip- 
pers divisions. 





U. S. Shoe Will Introduce 
New Line at $14.95-$16.95 

CINCINNATI United States 
Shoe Corp. plans to introduce a new 
line for women early this year under 
the trade name “Selby 5th Avenues.” 
Chairman Joseph S. Stern and Presi- 
dent Nathan Stix said in the com- 
pany’s annual report that the line 
is intended “to further capitalize on 
the well known ‘Selby’ name.” 


The new group will be in a lower 
price range than the Selby Arch 
Preservers line. 

“We expect this (new) 
dominate in the $14.95 to 
field,”” said the two executives. 

U. S. Shoe, which also makes the 
Red Cross, Joyce lines 
for women, 
ord 
amounted to 


line to 
$16.95 


Cobbies and 
previously reported rec- 
sales for 1960. 
$51,441,101, the annual 
aid, while earnings 
173,785, the second high- 
In 1959, the peak 
amounted to $3,392,892. 


annual Sales 


net 


rep rt 


S 
totaled $3,( 


est ever. year, 


The 


“an un- 


profits 
was attributed to 
for 
of a 


decrease 
] 2 
lasts and 


fac- 


precented expenditure 
the 


tory in Osgor vd. 


Start 


Ind. 


dies” plus new 


Pa. Manufacturer Fined 


PHILADELPHIA — Beacon Shoe 
Manufacturing Co., Columbia, Pa., 
was fined $600 in Federal District 
Court for wage-hour law violations. 
The owners, Samuel and Joseph 
Wechsler, waived a jury trial and 
agreed to pay back wages totaling 
$7,400. 


First Ward Melville Medal 


Presented to Philadelphia 

NEW YORK—The first Ward 
Melville Gold Medal for Community 
Improvement, presented by the 
board chairman of Melville Shoe 
Corp., has been awarded to the City 
of Philadelphia. The city was hon- 
ored for its work in urban renewal. 

Mr. Melville presented the medal 
to Philadelphia’s Mayor, Richard- 
son Dilworth tendered leader- 
ship certificates to 14 per for 
efforts. 

Two other communities, 
Calif., and the Town of Washington, 
Conn., were awarded certificates of 
outstanding achievement. 

Mr. Melville is known widely 


and 
‘sons 
their civic 
San Jose, 


for 


Do not overlook the 


EXTRA PROFIT MARKET / 
for comfortable DREW shoes 4 


Drew shoes simply out-perform 
others with — 
Fresh, imaginative styling 


Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Extra sales and profits at the volume 
price in the quality field 


Special financing heip available 
Many doctors recommend our basic shoes 


Nationally advertised 
in VOGUE and 
AMERICAN JOURNAL 

of NURSING 


Bone Maracain 
kid, black or 
tan calf 


Some styles stocked 
AAAA to EEE, 4 to 12 


Black kid, 
half platform 
Write TODAY for new 
IN-STOCK catalog! 
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INPYTLY tite 
CRIKETTS 


the rehabilitation of his hometown 
of Stony Brook, Long Island. He has 
also himself with com- 
munity improvement in the 500 cities 
where his company the 
Thom McAn stores. 


concerned 


operates 


Number of Manufacturers 
Grew During °60: NSMA 
NEW YORK—For the first 
more shoe manufactur 
the 1960 than 
National Manufac- 
NSMA 
and 39 


time 
in a decade, 
entered 
left it, the N 
tures Assn. 
48 firms went 
retired. 
“This brings the 
and slippe¢ manufacturers 
according to Iver M. Olson, 
director of marketing and 
He noted, that the 
tion’s figure runs about 
cent below the U. S 


field in 
Shoe 


ers 
reported. said 


into business 


of shoe 


789,” 


number 
to 
NSMA 
research 
ASSOC la- 
10 


govern- 


however, 
BA 
ISUALLY 
per 
different 


ment’s estimate, owin 0 


methods of calcul: > govern 


ment total, he s% ee ld pl »bably 


be about 880 co 


Heritage Moves Factory, 
Offices to Holliston, Mass. 
NATICK, MASS Heritag 


cialty Footwear { whic} 
erations here 
shifted its prod 
Mass Richard B 
said the company has 
the Goodwill 


ing, 


irsaw, 

leased space in 

former Shoe Co. build 

with adequate room for expar 

sion. 
Heritage 

lightweight casuals 


manufactures handsewn 


and deerskin spe 
cialties. 

The company has taken over space 
in a building adjoining the plant for 
operations, a display room 
Heritage’s prod 


ained on an in 


clerical 
and general offices 
ucts will be maint 
stock basis. 

Leon E. Kelley, Jr., is administra 
tive vice-president of the and 
Vincent J. Winkopp is vice-president 
for Soth were formerly with 
Danvers Shoe Co., Manchester, N. H 


firm 


sales. 


® International Fabric Corp., Bos- 
ton, has appointed Lucille Haley of 
the Robert Louis Johns Advertising 
Agency as fashion consultant serv- 
ing New York manufacturers 
retailers. She formerly 
merchandise of Harper’s 
Bazaar. 


and 
was shoe 


editor 
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New Melville Plant to Be 
First Outside New England 

NEW YORK Melville Shoe 
Corp.’s first factory outside of New 
England will be completed in Sep- 
tember at Wilkesboro, N. C. The 
plant will operate as the Blue Ridge 
Shoe Co. division of Melville. 

Robert C. Erb, president of Mel- 
ville, said the factory is needed to 
supply the company’s retail divisions 
and to produce types of footwear 
not manufactured in Melville’s 
11 New England plants. The Wilkes- 
boro facility will turn out popular 
price juvenile shoes, principally for 
Melville’s 1,175 Thom McAn and 
Miles units. 
of the 


now 


and building will 
be financed by local capital. The 
property will then be leased to Mel- 
ville. The new plant will have 61,000 
sq. ft. on one floor, with a maximum 
capacity of 6,000 pairs a day. When 
full will 
employ about 350 persons. 

Mr. Erb said Melville 
possible locations in many states be- 
fore picking the North Carolina site. 


Cost land 


production is reached, it 


surveyed 


MCSTA Commends Eight 


Footwear Manufacturers 
PHILADELPHIA—Eight foot- 


wear manufacturers have been for- 
mally commended by the Military 
Clothing and Textile Supply Agency, 
the military procurement 
arm, for “outstanding performance” 
in 1960 in fulfilling government con- 


tracts 


’ 
services 


Letters sent to each company by 
Maj. Gen. Webster Anderson, execu- 
tive director of the agency, 
them for “responsible bidding, ad- 
herence to prompt 
meeting of delivery schedules, and 
the manner in which 
you executed your contractual obli- 


praised 
specifications, 
businesslike 


gations.” 

Receiving commendations for the 
second consecutive year were John 
Addison Footwear, Inc., Marlboro, 
Mass.; Belleville Shoe Manufactur- 
ing Co., Belleville, Il.; 
Inc., Nashville, 
Rubber Mills Co., LaCrosse, Wis.; 
Sportwelt Shoe Co., Inc., Nashua, 
N. H., and United States Rubber Co., 
Naugatuck, Conn. 

Also cited were H. H. Brown 
Shoe Co., Inc., Worcester, Mass., and 
Doyle Shoe Co., Inc., Brockton, Mass. 


Genesco, 


Tenn.; LaCrosse 
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© Federal Industries, Belleville, 
N. J., producer of vinyl-coated fab- 
rics, has retained Stuart Associates, 
Hingham, Mass., design consulta- 
tion firm, to work with Federal on 
the preparation of design patterns. 


Is There an Old Marking 
Machine in Your Factory? 

KEENE, N. H.—Twice the orig- 
inal price is the reward offered by 
Markem Machine Co., of Keene, 
maker of marking devices used in 


“for Niceness in Shoes” | Kl | 
; ? 
WH 
if 





























Write for catalog 
and name of nearest 
representative. 


ST. LOUIS SALES OFFICE: Suite 700, 503 N. 12th St., 


NEW MARKET, 
NEW HAMPSHIRE 


Ni 


the shoe industry, in a current search 
for the oldest Markem machine still 
in service. The company will feature 
the winning machine and its owners 
in the Markem publicity program. 
Markem machines were first man- 
ufactured in 1911. According to the 
company, the potential winning ma- 
chine is probably in use today 
a lining stamper, match marker, 
production or payroll tag marker, 
ink or leaf fabric 
printer, or carton or box stamper. 
The hunt will end March 20. 
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Her Favorite Pair 


St. Louis, Mo. 





CLASSIC 
PUMPS... 


Dur For 


gives you — 
MELLOW CALF 
ELASTICIZED vamps 


CUSHIONED at heel, 
instep and ball 


PROVEN-FIT lasts 


CLEAN, beautifully- 
finished shoes 


FAST, IN-STOCK service 
To retail PROFITABLY at 


$10.95 to $12.95! 








If your store features honest 
values . . . believes fit is im- 
portant . . . knows the value of 
a Satisfied customer . . . realizes 
the importance of repeat busi- 
ness... THEN YOU WILL 
MAKE MONEY WITH DUO- 
FLEX SHOES! 








Write for new 
IN-STOCK catalog! 


P. HAGERTY SHOE CO. 
WASHINGTON C. H., OHIO 
“73 Years of 
Shoe Craftsmanship” 


Foreign Trade Possibilities: 


Denmark to Ease Shoe Import Restrictions 


WASHINGTON, D. C.—A good 
market for U. S. footwear is in the 
making in Denmark. Shoe import 
restrictions are due to be liberalized 
there in July, according to J. G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products Division, 
U. S. Department of Commerce. 

This coming market will center 
on good-quality shoes of U. S. de- 
signs, Mr. Schnitzer predicts. He 
points out that imitations of con- 
tinental styles would be of no in- 
terest in Denmark. 

“U. S. lasts may not find favor 
with Danish consumers in general 
because of the variety of widths,” 
he adds, “and it is believed that 
U. S. exports to Denmark should be 
confined to two or three widest 
lasts.” 

Danish shoes factories turned out 
8,020,000 pairs of footwear in 1959, 
of which 7 million pairs 
leather. This output takes care of 
about 95 per cent of the country’s 


were 


shoe needs. 
Per capita consumption: women, 
1.9 pairs; men, 0.9 pairs. 


Philippines May Do Same 

IMPORTS restrictions fixed by 
the Philippine government limit the 
market for U. S. footwear there, 
but these barriers are expected to 
be lowered within the next two or 
three years, the Commerce Depart- 
ment says. 

The U. S. still supplies most of 
the Philippine shoe imports, but the 
restrictions on imports have cut the 
market drastically. U. S. styles and 
quality are favored among that part 
of the population that can afford 
imported footwear. Most working 
people in the Philippines, however, 
wear a domestic woven fabric sandal 
—a shoe not normally produced in 
the U. S. 

There are about 500 shoe manu- 
facturers in the Islands, mostly cot- 
tage producers. In 1960 they turned 
out about 6.3 million pairs of non- 
rubber shoes, slippers and sandals. 
Total consumption is only slightly 
higher than production. 

Imports dropped from 66,843 pairs 
in 1954 to only 7,553 pairs in 1959, 
due to import restrictions. The U. S. 
supplied about 90 per cent of the 


imports in 1959, with Italy and Hong 
Kong furnishing the balance. 


No Market in Thailand 
PROSPECTS for the sale of U. S. 
footwear in Thailand are also poor. 
The Commerce Department says 
even the lowest-priced American 
footwear would be difficult to sell in 
Thailand. The population prefers 
low-priced canvas-rubber shoes, and 
valorem import 
discourages im- 


a 30 per cent ad 
duty 
ports. 

Domestic production was 1.7 mil- 
1959, 1.2 million in 


successfully 


lion pairs in 
1960. Per capita usage is low. 


Don’t Count on Ecuador 


THE market for U. S. footwear in 
Ecuador is almost nil, according to 
the Commerce Department. Govern- 
ment restrictions there keep out all 
but a trickle of imported shoes. Shoe 
manufacturers are active in political 
circles in Ecuador, and apparently 
are going to be able to hold the line 
against foreign shoes. 

Ecuador's 38 shoe factories pro- 
duce about 350,000 pairs of shoes an- 
equal to 


nually. Consumption is 


production. 


Esquire Polish Expands 
Sales Operations Abroad 

NEW YORK—The makers of Es- 
quire polish are expanding their 
European operations after “success- 
ful market testing in London,” Pres- 
ident Irving J. Bottner reported. 

The Dolcis shoe chain in London, 
which began testing the polish prod- 
ucts in 100 stores six months ago, 
now will stock Esquire merchan- 
dise in 200 units. As a result, Mr. 
Bottner said, the products will be 
packaged in London instead of being 
shipped from the Brooklyn plant. 

Woolworth’s now is selling the Es- 
quire products in 40 of its London 
outlets. 

In addition the Andre shoe chain 
in Paris is testing the line in 45 
stores, with an eye to merchandising 
them in 155 more. And the Pinet 
stores of the Societie de Granche, a 
prestige chain in Paris, are conduct- 
ing market tests. 
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High-Fashion Golf Shoes 
Introduced by Miami Firm 


MIAMI—With more women golfers 
flocking to the links than ever be- 
fore, women’s golf casuals have be- 
come a separate and important 
fashion. 

Now, Miami Footwear Corp. has 


introduced a women’s high-fashion 


Miami Footwear's new golf shoe 


golf shoe which it says puts golfing 
footwear on a par with today’s chic 
golf togs. 

Lightweight feminine-look- 
ing, the shoes are made of Scotch- 
yard pigskin come in 
shades and combinations as fuchsia 
and pink and and 
beige - green - yellow, with smooth 


and 


and such 


purple, blue, 
rubber soles and metal cleats. 

Four tee-pockets or loops on the 
outside of each shoe add a special 
flair. And the first eight tees are 
being supplied by the factory. 

Jack vice-president of 
Miami the 
went on sale in retail stores early 
this month at about $20. 


Rogers, 


Footwear, said shoes 


Shoe Women Outline Key 


luncheon on the second day of the 
June Leather Show, a cocktail party 
during the National Shoe Fair in 
September in Miami Beach, and the 
annual Christmas cocktail party. 


Wider Distribution Sought 
For Cheerleaders’ Line 
SALEM, ORE. Nathan Foot- 
wear, Inc., licensed distributor of 
“Frenchies” shoes that the 
endorsement of the National Cheer- 


carry 


leaders Assn., hopes to set up a net- 


work of franchised dealers through- 
out the West by 1963. Nathan 
Steinbock, president of the firm, said 
national distribution will be sought 
later. 

For the past several years, the 
Frenchies line has been distributed 
largely in the Pacific Northwest and 
California, Mr. Steinbock said. 

“Our principal market,” he point- 
ed out, “is the more than 6 million 
This 


is going to increase by 29 


teenage coeds in this country. 
market 
per cent in the next four years.” 


LESS TIME 
at the Fitting Stool... 


Satisfied Customers 


MERLIN 


(TM) 
way! 


Yes .. . thanks to an inspired soling 
process that molds a sole and heel 
unit directly to an exact last 


you can now sell 


shoes that 


REALLY FIT! 


The new MERLIN Direct Pressure 
Molding process is such an im- 
provement over all other methods 
of vulcanizing that today’s finest 
looking, fitting and wearing foot- 
wear is made by this method. 


Color Families for Fall 
NEW YORK—The fall-winter out- 
look in leather colors and textures 
Shoe Women 
ata business meet- 


summarized by 
Executives, Inc., 
ing here. 
from 


bers 


Was 


As actual reproductions of exact 
lasts, MERLIN-made shoes retain 
shape better. They also wear longer, 
seal out moisture far more effec- 
tively. Extra flexible . . . or sturdy 
... to suit shoe types. 


Swatchboards compiled 
leathers submitted by mem- 
work for tanners high- 
lighted these color families: 


who 


the golden, reddened 
and cool browns from taupe to town 
brown. 


Browns 


SAVE FITTING TIME PLEASE CUSTOMERS! 
Get all the FACTS 
on the MERLIN Process . . . TODAY! 


Write for FREE booklet 
How to SELL More and Better Shoes 
the MERLIN way” 


C.1.C. MACHINERY, INC. 


U.S. Distributors of Articor Leatherboaré 
610 Atlantic Avenue Boston, Mass. 


Reds — deep red, cordovan and 
plum. 

Greens blued, yellow and cool 
grayed greens. 

Special colors peacock, grays, 
brighter-than-navy blues. 

At the same meeting, the organ- 
ization drew up its calendar for the 
rest of 1961. Highlights include a 
brunch in April during the Shoe 


Market of America in St. Louis, a 
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Tag and Label Maker 
Sold by United Shoe 


BOSTON—United Shoe Machin- 
ery Corp. has sold the A. Kimball 
Co., a subsidiary firm manufactur- 
ing point-of-sale equipment and a 
line of punched and printed tags, 
tickets and labels. It was acquired 
by Litton Industries, Inc., for an 
undisclosed sum of cash. 

United Shoe’s president, George 
R. Brown, said his company had de- 
cided to concentrate its diversifica- 
tion program in other areas. 

The Kimball firm’s sales in 1960 
exceeded $7 million. The company 
employs more than 500 persons in 
Brooklyn, Toronto and Dayton, O. 
According to Fred R. Sullivan, 
chairman and chief executive officer 
of Monroe Calculating Machine Co.., 
a Litton division, the Kimball ac- 
quisition will expand Monroe’s line 
of point-of-sale equipment systems. 

Kimball’s products include several 
machines, including the 
Kimball punch marker and reader 
used primarily in retailing. These 
machines print and punch the sec- 


types of 


ATTENTION 


THE DATES FOR THE DALLAS SPRING SHOE FAIR OF THE SOUTHWESTERN 
SHOE TRAVELERS ASSOCIATION, INC. HAVE BEEN CHANGED FOR YOUR 
CONVENIENCE TO 


tion of a point-of-sale tag on which 
price and other sales and inventory 
data are recorded. After an article 
bearing one of the tags is sold, one 
of the stubs is placed in a Kimball 
reader and the information is auto- 
matically transferred to a punch 
card system of business machines. 


British USMC Expands 

BOSTON The British United 
Shoe Machinery Co., an associated 
company of United Shoe Machinery 
Corp., Boston, has the 
Charnwood Engineering Co., Ltd., 
Leicester, England. The new facil- 
ity is expected to “provide engineer- 
ing and manufacturing capacity to 
meet the growing demands of 
United’s overseas machinery mar- 
kets.” 


acquired 


© A. F. Gallun & Sons Corp., Mil- 
waukee calf leather tanning firm, 
has opened a St. Louis office in the 
Beck Bldg., 7811 Carondelet Ave., 
in suburban Clayton, Mo. Charles 
G. Wolff has joined the Gallun sales 
organization as the new 
office. 


head of 


Big Calender in Operation 
At Textileather Division 

TOLEDO, 0.—A new high-speed 
calender and its machinery 
are now in operation in a recently 
completed addition to the Tolex de- 
partment of The General Tire & 
Rubber Co.'s Textileather division. 

The calender is capable of produc- 
ing viny! materials in widths up to 
84 in. the giant, which 
towers nearly 20 ft. above ground 
level and weighs 275,000 Ib., a new 
building with 10,000 sq. ft. of floor 
area was constructed. 


allied 


To he use 


To Acquire Fabrics Firm 

BROADVIEW, ILL. 
rics, Ltd., of Elmira, Ont., which 
makes and fabrics 
under the Borg trademark in Can- 
ada, will become a wholly owned sub- 
sidiary of Amphenol-Borg Electron 
ics Corp. The latter company has 
signed an agreement with the Almer 
Co., Toronto, to buy from Almer 
50,000 common shares of the Borg 
$475,000. The transaction 


sed March 1 


Borg Fab- 


sells deep pile 


firm for 
will be ck 


SHOE MANUFACTURERS, RETAILERS 
AND TRAVELING SHOE SALESMEN 


CTOBER 28-NOVEMBER 1, 1961 


These new dates are not in conflict with any other major convention in Dallas; 
thus, you will be assured of convenient hotel accommodations. The Southwestern 
Shoe Travelers Association is the largest and oldest association of its kind in the 
country. You will be able to select from over 400 exhibits. Make your plans to 
attend the Dallas Spring Shoe Fair now. 


THE SOUTHWESTERN SHOE TRAVELERS ASSOCIATION DOES NOT 
ENDORSE OR HAVE ANY CONNECTION WITH THE SHOE EXHIBIT TO 
BE HELD IN DALLAS OCTOBER 1-4, 1961. 
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Where to Buy 





JOBS 


JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children’s 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 














BOX HANDLERS 





ORTHOPEDIC FOOTWEAR 





4 i LONG ARM* 


Easter 
Sales 


Long Arms stave you 
TIME. You end the shoes 
from the igh thelves 
quicker, easier, safer 
than by any other method 
%". 48°. and 60" hondies, $3.95; with 72" 
handles, $4.95. Postage prepaid in USA. Specify 
handle length desired and if for men's or 
women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights ad Stamford, Conn 





Long Arms with 24" 


e Deaths 


HARRY J. RUSSELL, 51, sales 
representative in Minnesota for 
Wevenberg Shoe Manufacturing 
Co., Milwaukee; recently, in Red- 
wood Falls, Minn., of a heart attack 
suffered during his business travels. 


CHRISTIAN P. SCHUNCK, 990, a 
shoe salesman for 75 years, whose 
last association was with the An- 
tioch Shoe Co.; recently, in 
Angeles. 


JAMES H. PATTESON, JR., 79, 
president of the Franklin Shoe Co., 
joston, for 30 years until his 1948 
retirement; Jan. 21, in Wellesley, 
Mass. 


ISRAEL 
Haverhill, Mass., 
shoe manufacturer; 
Haverhill. 


WALTER REPKE, operator of a 
shoe store in Buffalo, N. Y. for 
about 12 years; Jan. 13, in Buffalo. 


Los 


GILBERT, 65, retired 
and Exeter, N. H., 
Jan. 2, in 


February 15, 1961 





A MODERN CORRECTIVE 
SHOE FOR EVERY 
Orthopedic NEED 





Terso Shoes cre prescribed by doc- 
ters ocross America. Write today 
for Illustrated brochure and catalog 


 MARKELL: 


MRS. REBECCA KOSTEL, 72, op- 
erator of Kostel Shoe Stores in Chi- 
cago and East Chicago, Ind.; Jan. 
19, in Chicago. Her three sons, Al- 
bert, Ben and Irving, operate Kos- 
tel stores and Big Ben Self-Service 
Shoe Centers in Chicago and sub- 
urbs. 








You con depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in town see Weil” 


New York Sample Room: 
138 Duone St., NYC 


Quality shoes since ’82 ¢ 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Lorgest Stocks 


Hoe Suiiiaas 
MOSINGER-COHN 


1235 Woshington 


All Price Ranges 








MA 1-3363 


FRANK J. KAUFMAN, 
tired vice-president of the H. C. 
Godman Co., Columbus, O.; Jan 25, 
in Columbus, of pneumonia. He 
joined the firm soon after its found- 
ing, left it in 1947. 


86, re- 





Personnel 





WILLIAM J. WORRELL 
Beorfoot Director 


HERBERT J. BROWN 
VP and Controller 


Elected... 


Herbert J. Brown, vice-president 
and controller of the American Bilt- 
rite Rubber Co., Chelsea, 
newly created post. 

William J. Worrell, a director of 
The Bearfoot Sole Co., Inc., Wads- 
worth, O., in addition to his post 
as general sales manager and a di- 
rector of Bearfoot Airway Corp., a 
subsidiary. 

Alfred N. Watson, vice-president 
for marketing services at United 
States Rubber Co., New York. 

Thomas E. Fitzgerald, Jr., and 
John H. Liska, vice-presidents of 
William Iselin & Co., Inc., New York 
factoring firm. 


Mass., a 


Promoted... 


J. Richard Johnson, from genera! 
sales manager of G. R. Kinney Corp.., 
New York, to the company’s real 
estate department, where he will 
succeed Vice-President L. W. Die- 
rolf as department head next Dec. 
31. Until then he will work closely 
with Mr. Dierolf, who is responsible 
for all the chain’s leaseholds. 

Harold E. Sells, from Pacific 
Coast divisional manager of 
G. R. Kinney Corp. to 


sales 


genera] sales 


JACK DOWD 
To Daniel Green 


HUGH BENEDICT 
Also at Doni. Green 


RICHARD COCHRANE 


Trons/erred 


HAROLD E. SELLS 
Nomed by Kinney 


manager, succeeding Mr. Johnson. 

Ronald Vickers, from southern 
California sales representative for 
Edwards Shoes, Inc., Philadelphia, 
to salesman in Utah, Colorado, Ari- 
zona, New Mexico, Nevada and E}] 
Paso, Tex. 

Tony Maniace, to the Cleveland 
regional office of the north central 
division of International Shoe Co.'s 
general lines. He is president of the 
Ohio Shoe Travelers Club 

Robert D. Ledlie, from area sales 
manager to national accounts man- 
ager for the Household Products di- 
vision (including shoe polishes) of 
S. C. Johnson & Son, Inc., Racine, 
Wis., succeeding J. J. Curtis, 
retired. His headquarters wil! be 
in Long Island City, N. Y 

Hugh H. Andrews, from assistant 


director to director of 


who 


the Closure 
Division Application Laboratory of 
Scovill Manufa Water- 
bury, Conn. 


cturing Co., 


Transferred... 


Richard O. 
Ohio - Indiana of Daniel 
Dolgeville N. Y., to the 
New York City area, including the 
city itself, Long Island, Westches- 

.. Y., and New Jersey. 


Cochrane, from the 
territory 


Green Co., 


JOHN GRASSO 


Joins Brover Bros 


GLEN R. MYERS 
Purchasing Heod 


MARSHALL WEISS 
Mubberd Executive 


DON BRIGGS 


Represents Viner 


Appointed... 


Marshall Weiss, factory merchan- 
dising sales executive for the men’s 
division of Hubbard Shoe Co., Inc 
Rochester, N. H. 

F. W. (Bud) Curtis, sales repre- 
sentative for B. A. Corbin & Son Co., 
Marlboro, Mass., the 
pany’s Spalding line of golf shoes, 
for the 
Alabama, Georgia, Florida and the 
He 


sent the Curtis-Stephens-Embry Co., 


selling com- 


and its casuals family, in 


Carolinas continues to repre- 


Reading, Pa., in the same territory 
except North Carolina. He was presi- 
dent of { 
1954-60 
Don Briggs, 


Viner Bros., In 


urtis - Stephens - Embry, 


} 
S418 


representative 


Ol0- 


for , covering { 
rado, Wyoming, Montana, Idaho 
Utah from headquarters in 
Lake City. He replaces C. E. 
Carpenter, who resigned 

Robert Dowling, sales representa 
tive for Endicott 
Endicott, N. \¥ 


accounts across the country. He will 


and 


Salt 


Johnson Corp., 


servicing major 
be stationed at the home office 
Hugh Benedict, sales representa- 
for Daniel Dolge- 
N. Y., covering Ohio and 
diana, He will live in Columbus, O. 
He Richard O 


tive 
ville, 


Green Co . 


In- 


succeeds Cochrane 


; 4 


CHARLINE OSGOOD 


Named Consultant 


LEONARD P. ENTIN 
Compo Engineer 
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(see Transferred). 

Jack Dowd, sales representative 
for Daniel Green Co., covering Vir- 
ginia, West Virginia, Maryland and 
the District of Columbia. He lives 
in Arlington, Va. 

Bill Freshman, sales representa- 
tive for Hamilton Shoe Inc., 
jraintree, Mass., covering the West 
Coast. He lives in Pacioma, Calif. 

John Grasso, sales representative 
for Brauer Brothers Shoe Co., St. 
Louis, traveling Indiana and Mich- 
He succeeds the late George 


Co., 


igan. 
Sennhauser. 

Richard W. 
resentative for 
Sales division, 
Ce., Bt western 
Pennsylvania New 
York and succeeding the late Wil- 
liam Heaton. Mr 
Chagrin Falls, O. 

Leonard F. Vogt, assistant comp- 
troller of International Shoe Co. 

Glen R. Myers, head of general 
and findings purchasing for Brown 
Shoe Co., St. Louis. 

Harry Greensfelder, Jr., and Har- 
old Grace, directors of Inland Shoe 
Manufacturing Co., St Mr. 
Grace is assistant vice-president in 


Olewiler, sales 
Great 
International 
covering 
western 


rep- 
Northern 
Shoe 
Louis, 
and 


Olewiler lives in 


Louis. 


charge of purchasing. 

Charline Osgood, freelance con- 
sultant for Margaret Jerrold, Inc., 
and Margaret Clark Associates, New 
York. She will concentrate on prod- 
uct development and research 

Charles K. Woodman, 
ment project leader in the research 


develop 
and development department of 
Compo Shoe Machinery Corp., Wal- 
tham, Mass 

Leonard P. Entin, chief develop- 
ment engineer for Compo Shoe Ma- 
chinery Corp., Waltham, Mass. 

Charles E. Brookes, assistant gen- 
eral manager of the “Endura” and 
“Darex” impregnated fiber products 
of Dewey and Almy Chemical divi- 
sion, W. R. Grace & Co., Cambridge, 
Mass 


Retiring... 


just what 


The 
SNAPPER 
#7736 — Black 


the doctor 
ordered! 


. an easy to fill prescription 
for sales-what-ails! 
Nurse- Mates Phyllis’ 
in-stock line of volume-priced $6 - $7 
shoes for all the women-in-white in 
your area! 


Nurse-Mates’ deep-down, all-day 
comfort features, washable leathers, 
pillow-soft cushioning at budget-soft , 
prices have a most definite habit 
forming effect on your 

customers! 

Best of all, you'll enjoy 

watching pale-sales take 

on a new dollar-green 

complexion, when 

stimulated by a shelf-full 

of Nurse-Mates. 


Let us fill your prescription. Write 
for In-Stock catalog today 


NURSE- (9% 4 
MATES® 


No. 4024 
manufactured by 


PHYLLIS SHOE CO. 95 Bridge St. Lowell, Mass. 





FIRST FOR QUALITY 
fit— style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for active 
boys — with sturdy construction that means steady 
repeat business. Brooks shoes 
represent OUTSTANDING 
VALUES with EXTRA 
MARK-UP for EXTRA 
PROFIT! Many styles have 
size runs 1-3; 342-7; 712-9, 
with widths A through E, to 
retail at $6.95 to $8.95. 
See the amazing new FLEX-LITE shoes 
LIGHTWEIGHT — FLEXIBLE — STURDY 


est Sw 
oe or 


Roger M. Peabody, from his post 
as director of the Closure Division 


sleeve-gore casual 

with interchangeable 

snap-on initial or crest. New 

non-slip quarter lining, Flex-Lite construction, com- 
position sole, Ritz last. IN-STOCK B, C, 3-9; D, 2-9, 
to retail profitably at $7.95 to $8.95. 


Write today for FREE IN-STOCK catalog! 
THE WILLIAM BROOKS SHOE CO. — NELSONVILLE, OHIO 


“World's largest independent manufacturer of boys’ welf shoes” 


Application Laboratory of Scovill 
Manufacturing Co., Waterbury, 
Mass., after 20 vears with the firm. 

William V. Minier, from his posi- 
tion as head of general and find- 
ings purchasing for Brown Shoe 
Co., St. Louis, after 49 years with 
the company. He was alsoa director. 


f 
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Wanted to Purchase 





' 6" suRPLUS SHOES 
F «CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ec 
tion . « quality men's, 
women's and children's shoes 


Fine Footwear FOR OVER 46 YEARS 


MOSINGER - COHN 


Ma 1-3363 








KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 











v 0 R 3 MEN'S, WOMEN’S and SHOE CO 
CHILDREN’S SHOES satan 


Complete Stocks and NEW YORE? 6 Y 


Stores Solicited 4 68S 70 
At All Times. Phone: WOr at 


YOU GET 


CASH 











Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut &-2042 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa 





B. & R. PAYS THE LIMIT 


CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED g 
YOUR NAME PROTECTED 


WE BUY 


8. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 

















M. STOFF and CO. 
CASH FOR SHOKS 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dwoy New York City 





WE PAY MORE fo-au;. WE ARE RETAILERS 


WE BUY MEN'S. WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE. PHONE OR WIRE COLLECT 


MEMPSTEAD SHOE CO., INC.. 269 FULTON AVE, HEMPSTEAD, L. I. M. Y. 
Max L. Meltrer, Pres, lvonboe |-9500 

















Tel. Beokmes 3-0141-2 








FACTORY MANAGEMENT 











HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 
problems. 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Uaioe City. N. J. 


Phone or Wire Collect 


UNion 3-6413 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


Appeal to the President 

AN APPEAL to President Ken- 
nedy for swift action to correct 
economic problems facing 
traveling men has been issued by 
Marshall J. Mantler, executive di- 
rector of the Bureau of National 
Salesmen’s Assns. The Bureau di- 
rectly 40,000 members 
and indirectly the interests of ap- 
proximately a million 
salesmen. 

Mr. Mantler speaks for the Na- 
tional Assn. of Boot and Shoe Trav- 
the National Assn. of Wo- 
men's and Children’s Apparel Sales- 
men the National Assn. of 
Men's and Boys’ Apparel Clubs. 

In his Mr. Mantler 
pointed out that the traveling sales- 
who his expenses 
and works on a straight commission 


grave 


represents 


traveling 


eiers, 
and 
message, 


man, pays own 
basis with no guarantee of economic 
security, is in a unique position in 
the business community today and 
beyond the scope of well-intended 
legislation. 

» 7 * 

HIS recommendations for a Fed- 
eral program of action included: an 
Under-Secretary of Commerce to 
work toward improving the status 
of wholesale, commission agent 
salesmen; strengthening the Small 
Administration’s educa- 
tional apparatus, introducing small 
retailers to modern business meth- 
and strengthening the Robin- 
son-Patman Act and its enforce- 
ment to curb abuses in discrimina- 
tory advertising and promotional 
allowances. Mr. Mantler also urged 
bringing current Internal Revenue 
regulations on traveling 
salesmen’s expenses into 
line with today’s costs of doing 
business, and seeking new legisla- 
tion, similar to the Keogh-Simpson 
bill, which would permit self-em- 
ployed individuals the same tax 
consideration enjoyed by corporate 
employees. 


Business 


ods; 


Service 
business 


Februory 15, 196! 


Bill Griest (right), a Florsheim Shoe Co. 
soles representative, retired recently after 
31 years with the company. Here, he is 


making his last visit to Florsheim retailer 
Louis Walker in Waterloo. lowa. 
em . 


‘Outstanding Salesmen’ 

“GOLD LINK” awards given an- 
nually to its two outstanding sales- 
men were presented by Mishawaka 
Rubber Co., Inc., to Lyman E. Gillis, 
Massillon, O., and Thomas B. 
Veatch, Downey, Calif., at the firm’s 
spring sales meeting in Chicago. 

Mr. Gillis has been with the com- 
pany since 1951, the last five years 
in the eastern Ohio territory. Mr. 
Veatch has been in the southern 
California area since joining the 
company in 1959. 

The presentations were made by 
M. B. Barrick, vice-president and 
general sales manager. Selection of 


the award winners in the eastern 


Lyman E. Gillis and Thomas 8B. Veatch re- 
ceive outstanding salesman awards from M. 
B. Barrick (right), vice-president and general 
sales manager of Mishawaka Rubber Co., Inc. 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


and western sales divisions was 
made by a panel of judges on the 
basis of sales performance, service 
to customers, advertising and sales 
promotion activities, development 
of néw accounts, proper handling of 
work detail, cooperation with the 
credit department and style guid- 
ance. 


Drive Honors a Traveler 
PLANNED as a_ well-deserved 
tribute to one of the group’s oldest 
and most respected travelers, an 
all-out 1961 membership drive has 
been started by the West Coast Shoe 
Travelers’ Associ- 9 
ates. 
The honored 
traveler is Walter 
J. Galvin of Gros- 
venor Shoe Co., a | 
charter member 
of WCSTA and 
an active figure 
throughout its his- 
In 1949 Mr. 
Galvin was presi- 
dent of WCSTA WALTER J. GALVIN 
and for many years he served as a 
member of its welfare committee. 
“Many young men starting on the 
road have received inspiration and 
fatherly advice from Walter,” said 
membership committee chairman 
Ken Rea of Tyer Rubber Co., who 
add 100 new associate 
members this year. Others on the 
committee are Joe Ginsberg, B GS 
Shoe Corp., and Tom Hartigan, 


Irving Drew Corp. 
e o - 


tory. 


hopes to 


Travelers Donate Blood 

MIDWEST Shoe Travelers’ Assn. 
members donated blood recently for 
the benefit of a fellow traveler and 
officer, Urban (Red) Allen, who 
spent almost three months in a 
Chicago hospital. Mr. Allen has 
shown a remarkable improvement. 
He has returned to his home and to 
work, but more blood is needed to 
catch up with that already used. 
Bob Newell of Edgerton and Fa- 
mous Name Men’s Shoes is spear- 
heading the drive. 





Classified and Want Ads 





SHOE SALESMAN WANTED 


SIDELINE SALESMEN WTD. 











ONE OF AMERICA’S BEST KNOWN 
VALUE LINES OF MEN'S FOOTWEAR 


famous for trend-setting styles in the $14.95 to $23.95 retail 
range, desires two men that can do the job. One man for 
Alabama, Arkansas, Mississippi, Louisiana and most of Ten- 
nessee; another man for Kansas, Missouri, Nebraska and lowa. 
Reasonable draw and commission. Give educational back- 
ground, past experience and references. 

Reply to Box 846, BOOT and SHOE RECORDER, Chestnut & Séth Sts. Philadelphia 39, Pa. 











SALESMEN WANTED 


HELP WANTED 





WANTED SALESMAN EXPERI 
ENCED, BETWEEN AGES 28-40, to cover 
Oklahoma and Kansas with nationally adver 
tised line of men’s and boys’ sport and work 
hoes and boots. Fastest selling line in the 
Reply to Box 839, Boor ax Snore 
Chestnut & 56th Streets Phila 
39, Penna 
WE NEED SALES REPRESENTATION 
FOR AN ESTABLISHED NEW ENGLAND 
TERRITORY. Age is no factor if 1 are 
energetic, thorough and can sell quality mer 
chandise. Commission and/or salary to be ar 
according to individual and abilities 
plies held in strictest confidence eply 
t awd Snoe Recorper. Chestnut 
treets, Philadelphia 39, Penna 
SALESMAN WANTED for 
Infants’, Children’s and Misses’ Cement ar 
to Box 741, Boor ax 


th Streets. Phil 


t inta 
Pre-Welt Shoes Reply 
Suoe Recorper, Chestnut & 5¢ 


VENILE SHOES SALESMEN WANT 

ED FOR QUALITY LINE PREWELTS 

CEMENTS AND BONWELTS. Stock ! 
makeups Territories et Oklal " 
Tennessee Arkansas ar Mississ 


+ 


e 

bas 
I 
P 


sourg, a 
EXPERIENCED SHOF SALESMEN 
OUTSTANDING OPPORTUNITY FOR me 


xper resent a 


TRAVELING SHOE SALESMAN, k 
SAS AND MISSOURL COMPLETE I 


s’ shoes, boots and 


AN 
INE 
ra rds 
Liberal commissions and 1 

List trade references and ¢ 


Mfg. Co., Sheboygan, Wiscons 


SALESMAN WANTED 


LARGE MIDWEST MANUFAC- 
TURER OF HIGH STYLED NA- 
TIONALLY ADVERTISED MEN’S 
and boys’ dress shoes wants 
top man in established north 
central states. Excellent oppor- 
tunity for future growth. All re- 
plies confidential. Give full de- 
tails. 


Reply to Box 837, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Phila. 39, Pa. 











CHOICE TERRITORY 
CALIFORNIA TERRITORY AVAILABLE 
WITH LARGE MIDWEST MANUFACTURER. 
Established volume with excellent 
opportunity for future growth. 
Want top man to carry nationally 
advertised high styled line of 
men's and boys’ dress shoes. Give 
full details . . . all replies con- 

fidential. 


Reply to Box 836, BOOT & SHOE RECORDER 
Chestnut & Séth Sts. Phila. 39, Pa. 








TOP MAN WANTED 


NATIONALLY ADVERTISED LINE 
OF HIGH STYLED MEN’S AND 
BOYS’ DRESS SHOES has south 
central territory available for top 
man. Excellent opportunity for fu- 
ture growth through large midwest 
manufacturer. Give full details. All 
replies confidential. 


Reply to Box 835, BOOT & SHOE RECORDER 
Chestnut & Séth Sts. Phila. 39, Pa. 





OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSOM, SALESMANAGER 
SEABOARD WATIOMAL SHOE COMPANY 
22 S. Hanover St., Baltimere 1, Md. 











FOOT SOX MFG. HAS OPENING FOR 
SIDELINE MEN. FAST MOVING LOW 
EST PRICED FOOT COVERS TO WHOLF 
SALERS AND RETAILERS POCKET 
SAMPLES Rest omni sator All 
answered Replies confidential Reply +t 
x31 Roor ax Snoe Recoapes, Chest 
6th Streets, Philadelphia 9, Penna 


etiers 
Box 
t & 





SHOES WANTED 





NEEDED 


ORSOLETH MEN'S SHOES 
WHETHER YOt Ww 


HAVE JUST A 
nits ¥ 5 ¢ t 


t ou an 
sending them parce 


many 


Operation 


nngt ‘ 
» agheld 








pat Indiana, TUrner 


FOR LEASE 


AVAILABLE FOR IMMEDIATE Ov 
PANCY FULLY EQUIPPED WOMEN’S 
AND CHILDREN’S hee salor Good lease 

ble % catior No stack is ed 
Rey to Box &4 Rew 
( heat t A t Street« Philade 


Penna 








Snorer Re rore 

















STORE WANTED 





CENTER NEEDS 
LOCATED IN 
IN 


NEW SHOPPING 
RETAII SHOE STORE 
sARDENA, CALIFORNIA ON MA 
BOULEVARD. Over 350 parking ; ¢ } 
niormat ’ write Norn ar Pa N rth 
FE] Centro, Los Angeles 38, California 





DISPLAY 











Cameron Company Displays 


500 Echo Lane, Gienview, Illinois 
New and originals in plastics and displays 
Left us re-do your windows 
Send for one of our experts 
JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR. 








CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 
Minimum (18 words). .$3.460 
Box number, extra... .$2.40 

Your name and address 
charged at word rete. 
Street number one word 
DISPLAYED 
$16 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
Is payable in advance 
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CLASSIFIED AND 
WANT ADS 





DISPLAY 





DESCRIPTIVE CIRCULAR PRICE 
TICKETS, SALE signs, etc, on request 
Merchants Service, 407 S. Dearborn St., Chi 
cago 5, Illinois 





FOR SALE 





FAMILY SHOE STORE FOR SALE 
NORTHEAST FLORIDA COASTAL TOWN 
Nationally advertised brands; new front plus 
nterior newly remodeled. Leading store in 
town. Other interests requires this sale. Reply 
to Box 824, Boor ano Snore Recoapes, Chest 

t & S6th Streets, Philadelphia 19, Penna 


FAMILY SHOE DEPARTMENT Lo 
ATED IN DISCOUNT HOUSE, Northern 
alifornia best town it California BiG 
wanded lines, inventory $35,000.00. Will cut 

eatiafy buyer: excellent income; clean stoc 
ood deal for right party Reply ¢t Rox 843, 
toor any Suwon Recosnes, Chestnut and Sé6th 
Streets, Philadeiphia 39, Penna 

FOR SALE IN EASTERN PENNSYI 
VANIA CITY. ONLY CORRECTIVE SHOF 
STORE in area of 250,000 population. Clear 
stock Must «cll because of ther interest 
Priced right for quick sale. Reply to Box 
Root awp Snorer Recomper, Cheetr 
Streets, Philadelphia 39, Penna 


FAMILY SHOE STORE AND SHOF RE 
PAIR SHOP; ESTABLISHED 39 years; top 
brand names Southwestern Michigan John 
Hoover 6 No. Front St., Dowagiac 


igat 





MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needsl 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Medison Ave., New York City 


Please tell me more about your news. 
paper ed clipping service and special 
short term trial offer. 


Name..... 
Company 
City... 











Index to Advertisers 


This index is published as a convenience. No liability is assumed for errors or omissions. 


Acme Boot Company 
American Girl Shoe 
Armour Leather Company 
Armstrong Cork Company 


B & R Shoe Company 

Baris Shoe Company 

Ss a) + Ue 
Bata Shoe Company, Inc. 
Berned Shoe Co. 

Brooks, William, Shoe Co. 


C.LC. Machinery, Inc. 
Camitta Shoe Co. 
‘arry Pack Company, Ltd. . 
‘arter, J. W., Company 
‘avalier Co. ee 
‘lapp, Edwin, & Son, Inc. .. 
‘olonial Tanning Company 

Second Cover 
Surtis-Stephens-Embry Co. .. 31 


‘ushionized Bellaire Shoe Co. 


Danskin, Ine. 
Drew, Irving, Corporation, 
The 


Dunham Brothers 


Edwards Shoes, Inc. 
Edwards, Vincent, & Co. 
Equitable Paper Bag Co., 
Everett & Barron Co. 
Farber, L., Company 


Foot-So-Port Shoe Company 


Gaffin, Seth, Shoes, Inc. .. 
Gallun, A. F., & Sons Corp. 
General Tire & Rubber 
Company, The 
Gerberich-Payne Shoe Co. 
Gilbert Shoe Company, The 
Goding Boots, Inc. rh 
Goodrich, B. F., Footwea1 
Hood Footwear 
Goodyear Tire & Rubber 
Company ee, Pe 
Green Shoe Mfg. Co. Back Cov 
Hagerty, P., Shoe Co. 
Hempstead Shoe Company 
Heydays Shoes, Inc. .... 
es re ree ice 
Hubschman, E., & Sons .. 


Irving Tanning Company 


Keith, Geo. E., Company 
Kelly Sales, Inc. 
Kiwi Polish Co., The 
Little Yankee Shoemakers 
Front Cover 
Long Arm ..... 91 
Ludwig Shoe Co., 7 64 
Marbon Chemical Division 
Borg-Warner 
Markell, M. J., Shoe Company, 
Inc. 
Martin Fabrics Corporation. . 


Monarch Marking System Co., 


Mosinger-Cohn Shoe Co. 


Nashua Footwear Corporation 
Nunn-Bush Shoe Company 

Third Cover 
Phyllis Shoe Co. 93 
Picture Recording Company... 69 
Pied Piper Shoe Co. ........ 7 
Potvin, R. J., Shoe Co. 24 


Rockingham Shoe Company 
Romito-Donnelly Corporation. 


Rubin, Irvin 


Sebago-Moc Company 

Shaw, M. T., Inc. 

Snow-Proof Co., The 

So-Lo Marx Rubber Co. ...... 

Southwestern Shoe Travelers 
Association 

Step Master Shoes, Inc. ... 

Stetson Shoe Co., The 


Stoff, M., & Co. 


Taylor, Thomas, & Sons 
Thonet Industries, Inc. 
Topps Shoe Store 

Totes, Inc. 

Tyer Rubber Company .... 


United Shoe Machinery 
Corporation 


Vaisey-Bristol Shoe Co. . 
Virginia Oak Tannery Inc. . 
Vitality Shoe Company 
Weil, M. K., Shoe Company 


a 
id, 


Wellco Shoe Corp. ........... 
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Combine Breast Flap Laying 


With Quality Sole Attaching... 
2 


Production and economic advantages through 
combined operations 


@ Proven top quality sole attaching 
Simple reliable flap laying mechanism 
Fast, easy shoe handling 
Readily adjustable for heel height 


Quickly changed for conventional sole attach 
ing without removing pad boxes 


Let us demonstrate the Mnpited, Cement Sole & 
Breast Flap Attaching Machine in your factory. 


Call your nearest United Office to arrange for a trial. 


UNITED SHOE MACHINERY CORPORATION 
BOSTtTOon, MASBACHUSBSETTS 
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ROMA LAST + 
Style 2252. Sm 
and Grain Combinat 


Brown or Black 


DARWIN LAST « 
Style 2628. Antiqued 
Amall. in Brown, Biack 
or Olive Stretch Top 


DARWIN LAST « 


Style 2250. Antiqued 
Madeira in Grown or Biack 


Write for Elaborate Nunn-Bush Catalog 





the Nunn-Bush 


DISCOVERY 


Every visitor at the Nunn-Bush factory 
is impressed by the number of operations 
required to build shoes to Nunn-Bush 
standards. Such high standards are to 
make Nunn-Bush shoes more satisfying 

to YOU. Exclusive ANKLE-FASHIONING 
gives a superior fit . . . adds extra 


months of wear and good looks. 


See Your Local Nunn-Bush Dealer 


» 


iF IT'S New IT'S NUNN-BUSH 


from 


319 95 


First in Quality? 


UNN:Y BUSH 


ANKLE-FASHIONED SHOES 


NUNN-BUSH SHOE COMPANY 
MILWAUKEE 1, WISCONSIN 


430 McGill Street, Montreal, Quebec, Canada 
Progreso 172 Mexico City 18, D. F. Mexico 





Over and over again Stride Rites can take whatever energetic feet 
dish out. That’s why mothers bring their youngsters back to you for the next pair, 
and the next. They must have confidence, not only in your fitting ability, but in 
Stride Rite quality. And Stride Rite quality is controlled every stitch of the way. 
Stride Rite’s action lasts are meticulously designed. The materials formed over them 
are the finest. And the workmen whose skilled hands guide them are the most 
experienced in the trade. Still, every one of the 21,000 pairs of Stride Rites crafted ° 
daily is checked and rechecked and checked again. That kind of vigilance has given , 
Stride Rites a name for quality — a name that makes your initial selling job easier, 


‘‘repeats”’ a certainty. 
, ee siske. 


TRIDE Rite 


SHOE 
THE SHOE THAT UNDERSTANDS CHILDREN 
Green Shoe Mfg. Co., Boston, Mass. 








